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ABSTRACT

CRACKING THE CODE TO EFFECTIVE MARKETING IN HIGHER EDUCATION:
A CASE STUDY OF RECRUITMENT AND RETENTION OF FIRST-GENERATION,
LATINX COMMUNITY COLLEGE STUDENTS
Manuel L. Romero

Marketing strategy involves selecting a target market and determining the desired
product positioning to attract the desired customers (Silk, 2006). Recently, community
colleges have seen a decrease in student enrollment. In some cases, this was brought on
by the COVID-19 pandemic; in other cases budget constraints have posed challenges to
community colleges and their recruitment marketing efforts. Successful advertising
involves a marketing strategy where the student is considered the customer (Guilbault,
2017) and creative “edvertising” (DiMartino & Jessen, 2018) campaigns entice students
to select one college above other competitors. With a growing Latinx population in the
United States, college recruitment must involve building connections with the Latinx
community and establishing trust between Latinx students and the institution. This case
study explored communications and marketing strategies of a New York Community
College (NYCC), used to recruit Latinx students and the relationship between student
perception and the institution’s marketing practices addressing the needs of Latinx
students. Using theoretical frameworks and concepts that included the PESTLE Analysis
(Aguilar, 1967), Sensemaking Theory (Weick, 1995), and Community Cultural Wealth
(Yosso, 2005), this case study was supported by literature that examined marketing

practices administered by U.S. and international organizations, research focused on the
first-generation, Latinx college student experience, customer-based marketing and the
effects on college recruitment marketing during the COVID-19 pandemic. This study
involved data collection through an analysis of digital and printed marketing materials,
interviews with current first-generation Latinx NYCC students, current and former
NYCC administrators and current NYCC staff from the areas of marketing, admissions
and a student cohort program.
Analysis of the data revealed three key findings. First, that outside influences
including family, financial constraints and cultural pressures are not addressed or
represented in NYCC’s communications and marketing efforts. Second, there are
conflicting visions and strategies among NYCC staff and administration causing a lack of
cohesion in messaging and marketing efforts to recruit students to NYCC. Third, a mix in
perceptions and sensemaking from first-generation Latinx students who are receiving
NYCC’s communications and marketing through various channels, causing a disconnect
between the college’s marketing and the student customer’s expectations.
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CHAPTER 1
“U.S. Population Projections: 2005-2050,” produced by the Pew Research Center
researchers Passel & Cohn (2008), reported that the Latinx population will triple in size
and will account for most of the nation’s population growth from 2005 through 2050. In
2019, an updated report by the Center (Krogstad, 2020) declared the number of Latinx
reached a record 60.6 million, making up 18% of the U.S. population. This was up from
50.7 million in 2010, when Latinx were 16% of the population.
There has also been an increase in the number of Latinx who are seeking to attend
college in the hopes of moving up the socioeconomic ladder; however, navigating
through the admissions process can be challenging for first-generation Latinx college
students who have not been exposed to the benefits of higher education (Saunders &
Serna, 2004; Torres & Zerquera, 2012). It should be understood that members of the
Latinx community come together through shared heritage and distinct experiences. Still,
the culture they recognize is that of their country of origin or ancestry, which
significantly influences how they self-identify, whether they consider themselves
Hispanic, Chicano/a, Latino/a, or Latinx. In addition, language is a factor on how the
Latinx community navigates its learning and working experiences.
According to research the perception of Latinx students is also affected by their
experiences of tackling higher education bureaucracy and paying tuition (Montalvo,
2012) to attend a college where few professors and administrators look like them
(Kalimullin & Dobrotvorskaya, 2016).
Research has presented many arguments pertaining to the use of terms like
Hispanic, Chicano, Latino/a, and most recently Latinx (Milian, 2017; Torres, 2018;
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Salinas, 2020), when describing the population pertaining to this case study. The use of
Latinx continues to evolve among scholarly research and it has “created (dis)comfort,
ambiguity, and disingenuous arguments related to language, grammar, phonetics,
religion, and identity politics” (Salinas, 2020, p. 150). Among discussions had by various
researchers (Milian, 2017; Torres, 2018; Salinas, 2020), there has been some agreement
that “Latinx [has] signaled an important recognition of nonbinary gender identifications”
(Torres, 2018, p. 1). As academic research evolves, the use of Latinx can provide an
opportunity to reimagine our communication with students, faculty and administrators in
higher education (Milian, 2017). For these reasons, I will use the term Latinx throughout
this case study, acknowledging that this term does not “fully or accurately reflect the
heterogeneity of this ethnic group within the United States, and that individuals may
prefer to identify themselves by their specific ethnic heritage, political, regional, or
national origins.” (Perrakis & Hagedorn, 2012, p. 798).
First-generation Latinx college students must find ways of making sense (Weick,
1995) of the college enrollment process and gaining trust (Dennis, Papagiannidis,
Alamanos, & Bourlakis (2016) with the institution of their choosing. Having visible
presence of Latinx faculty and staff who provide Latinx students with mentorship and
advisement can help increase a Latinx student’s ability to complete their courses and
graduate (Hagedorn, et, al., 2007; Kruse, et, al., 2018; Torres & Zerquera, 2012). In
addition to obtaining enough financial aid, domestic and international college students
view social integration, quality of instruction, study skills, adjustment to college life,
extracurricular activities, and housing arrangements are critical to sustaining their college
enrollment (Haverila, Haverila & McLaughlin (2020). These factors combined with

2

cultural community wealth (Yosso, 2005) are vital to defining the customer orientation
(Guilbault, 2016) for developing effective marketing strategies (Silk, 2006) to attract
first-generation Latinx college students.
Enrollment trends for Latinx in U.S. community colleges reflect an increase in
enrollment for more than a decade (American Association of Community Colleges,
2019). A report published by the American Association of Community Colleges, which
examined enrollment trends from 2001 to 2017, found that there was a steady increase in
the percent of Latinx students who enrolled in community colleges. In 2001, Latinx
represented 13.9% of community college students. By 2017, Latinx students increased to
24.9% of community college enrollments. Furthermore, the report states that Latinx
student enrollment nearly doubled, increasing by 98% between 2001 and 2017, and
despite the overall decline in enrollments at community colleges between 2010 and 2017,
Latinx enrollments increased each year across that timeframe (American Association of
Community Colleges, 2019). Despite the growth and interest by the Latinx population to
attend college, equity gaps still exist. In fact, 46 % of white, non-Latinx adults have a
degree – a gap of 22 percentage points with the Latinx population (Excelenica! in
Education, 2020). Equity gaps also persist in graduation rates with Latinx graduating
from community colleges at a rate that is 2 percentage points lower than white students,
and 12 percentage points lower at four-year institutions (Excelenica! in Education, 2020).
The Latinx population boom is an opportunity for higher education institutions to
create marketing strategies (Silk, 2006) and identify target markets to boost enrollment.
Community colleges must find the most effective media channels (Glacier & Academica
Group, 2020) to connect with first-generation Latinx college students and help them
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make sense (Weick, 1995) of the college choices that are the best fit. Print and digital
marketing have become an essential part of the strategic planning process for many K-12
schools and higher education institutions in the United States (Kohli & Jaworski, 1990;
Silk, 2006; DiMartino & Jessen, 2018). “With an increased emphasis on marketing and
branding, schools are diverting time and financial resources into navigating educational
markets with marketing campaigns” (DiMartino & Jessen, 2018, p. 24).
Marketing plays a key role in the recruitment efforts of students, especially those
students who may not otherwise be aware of the opportunities offered through higher
education. Recruitment establishes the connection between the student and an institution,
which later develops into a long-term relationship that colleges need to cultivate during
and after graduation. The manner in which universities manage the relationship with
students and how students perceive (Weick, 1995) their institution’s brand (Silk, 2006)
can have an impact on the attachment with the institution and in turn on students’
intentions to engage with the college in the future (Kohli & Jaworski, 1990; Silk, 2006;
Dennis, Papagiannidis, Alamanos, & Bourlakis (2016). Sometimes, colleges and
universities tend to apply a standard marketing strategy that does not differentiate
approaches to specific target markets, which hinders on the institution’s ability to create
relationships with key stakeholders that include students, faculty, staff, alumni and
donors. (Dennis et al, 2016, p. 3053). Marketing strategies must be customized to connect
with target markets, for example, Latinx students who are deciding if and where to go to
college. Marketing strategies for Latinx audiences may need to be structured
encompassing cultural wealth that is reflective of the Latinx community and its traditions
(Yosso, 2005).
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Like many businesses and industries, colleges advertise through a variety of
media channels (Glacier & Academica Group, 2020) that include television, radio, print,
billboards and digital platforms like websites and social media platforms like Twitter,
Snapchat, and Facebook are also widely used for digital advertising as marketing
strategies (Constantinides & Stagno, 2012; Constantinides & Fountain, 2008; Mangold &
Faulds, 2009; Ruffalo Noel Levitz, 2020). Despite having so many media channels
available for recruitment marketing, the cost to advertise continues to challenge
community colleges. Most recently, the COVID-19 pandemic impacted the higher
education playing field with private and larger colleges and universities increasing their
advertising budgets to reach prospective college students during the pandemic (Dudley,
2020). The pandemic is also a reminder for colleges and universities to continue
monitoring macroeconomic factors outside of the organization that may affect profits,
growth and overall success, including political, economic, social, technological, legal and
environmental (Aguilar, 1967).
Trust between college students and institutions is built on the students’
perceptions and sensemaking (Weick, 1995) of the college's openness, friendliness to
students, genuineness, and truthfulness (Ghosh et al., 2001). College marketing strategies
can play a vital role in building trust between first-generation Latinx college students and
the higher education institutions they choose to enroll in.
Purpose of the Study
The purpose of this case study is to examine marketing strategies targeted at firstgeneration Latinx students at a New York City community college. By examining
marketing strategies and use of media channels, community colleges can determine what
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factors encourage first-generation Latinx students to enroll in community college and
develop holistic approaches for creating impactful marketing campaigns aimed at
improving enrollment through recruitment and retention efforts. Furthermore, the
development of better marketing practices can provide further insight to community
colleges on how to allocate budgets to support the most effective manner of reaching the
first-generation Latinx student population. The practices can also be impactful to
enhancing students’ perceptions and trust that could also lead to improved student
retention and graduation. Through this case study, community colleges can develop best
practices in recruitment marketing to address cultural needs of first-generation Latinx
students and advance equity, inclusion and diversity across U.S. community colleges.
Statement of the Problem
Community college enrollment has dropped 9.4 %, post-COVID, which was
nearly nine times its loss rate between 2018 and 2019 (National Student Clearninghouse
Research Center, 2020). Community colleges also experienced nearly a 23% enrollment
drop for first-time students, which were previously showing an increase in Fall 2019. In
addition, graduation rates of Latinx community college students have dropped 2
percentage points lower than white students, and 12 percentage points lower at four-year
institutions (Excelencia! in Education, 2020).
The cost of creating effective marketing strategies (Silk, 2006; Dudley, 2020;
using advertisements and media channels (Montalvo, 2012; Glacier & Academica Group,
2020) has continued to challenge community colleges which have to compete with fouryear institutions for students. The COVID-19 pandemic has amplified the downward
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enrollment trend in community colleges (Dudley, 2020), but has offered learning
opportunities on how to best allocate funds toward effective recruitment marketing.
Community colleges must crack the code to find the most effective marketing
strategies for the recruitment and retention of first-generation Latinx college students.
Studies about first-generation Latinx community college student perception on
institutional marketing and the roles of institutional leadership and staff in building
marketing strategies are limited.
Theoretical Framework
The theoretical framework for this case study is a combination of concepts
including Francis Aguilar’s (1967) PESTLE (Political, Economic, Social, Technological,
Legal, Environmental) Analysis, Weick’s (1995) Sensemaking Theory, and Tara Yosso’s
(2005) Community Cultural Wealth. PESTLE is designed to examine factors outside of
the control of an organization. It is often used for business planning to identify target
markets for growth and marketing planning to help identify potential customers, demands
and supply (Morrison, 2013). Weick’s (1995) Sensemaking Theory provides a look into
how individuals discover and create information when cues (advertisements) are present.
Sensemaking includes “the standards and rules of perceiving, interpreting, believing and
acting that are typically used in a given cultural setting” (Sackman, 1991, p. 19). Yosso’s
(2005) Community Cultural Wealth provides a lens to examine the manner in which firstgeneration Latinx college students obtain and apply aspirational, linguistic, familial,
social, navigational, and resistant capital as they transition into higher education learning.
(Yosso, 2005). The framework includes the use of the term “edvertsing,” coined by
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researchers DiMartino & Jessen (2018) who define edvertising as “the combined practice
of marketing, branding, and advertising in education,” (p. 4).
Significance of the Study
A review of the literature provides evidence of the importance of marketing (Silk,
2006) in higher education and its critical role to help ensure the success of an institution’s
ability to attract students and to help build relationships between current students, alumni
and other key stakeholders including faculty and staff (Saunders & Serna, 2004; Dennis,
Papagiannidis, Alamanos, & Bourlakis, 2016; Guilbault, 2016).
Successful marketing is best executed when the customer (Guilbault, 2016) is
clearly identified, and the customers’ needs are identified and addressed. By having a
deep understanding of the perceptions of first-generation Latinx college students,
community colleges can develop recruitment marketing campaigns that will resonate with
and retain Latinx students and advance equity, inclusion and diversity among higher
education institutions. In addition, information gathered from this case study will also
inform community college administrators and marketing staff on decision-making
strategies when developing marketing campaigns and advertisement spending.
Connection with Social Justice
This case study is in connection with the Mission of St. John's University in
addressing an issue of social justice for historically underrepresented, discriminated, or
disadvantaged groups. Using the theoretical framework of Cultural Community Wealth
(Yosso, 2005) amplifies the importance of looking through the lens of Latinx college
students who seek to obtain a college degree (Torres & Zerquera, 2012; Saunders &
Serna, 2004) and the need to further cultural competency in colleges (Kruse, Rakha, &
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Calderone, 2018). Through interviews of institutional leaders and staff, this case study
also examines institutional structures as they relate to marketing practices in higher
educational systems. Literary works reviewed for this case study also provide
connections to international populations and higher education institutions (Haverila,
Haverila & McLaughlin, 2020).
Research Questions
The following research questions guided this study.
1.

What are the enrollment and marketing trends at New York Community
College? How do stakeholders make sense of marketing campaigns geared toward
the first-generation Latino student population?

2.

What are the decision-making methods used by NYCC administrators to recruit
first-generation Latinx students?

3.

What are students’ perceptions of NYCC and its efforts to recruit and retain
first-generation Latinx students?

Design and Methods
Research Design and Data Analysis
This case study explores the experiences of key stakeholders (Stake, 1995; Yin,
2018) and their contributions in creating, monitoring and understanding the content and
effectiveness of NYCC’s marketing campaigns used by the Office of Admissions.
Enrollment data from 2017 to 2020 provided by NYCC will be analyzed to take a deeper
look at the enrollment trends of first-generation Latinx students. This study will also
include two focus groups of NYCC students, interviews with current and former
administrators, and interviews with current NYCC staff. Qualitative data will be
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collected to develop a deeper understanding and conceptualization of the research topic
and questions.
For this case study, I will conduct my research through the lenses of an
administrator, a marketing professional in higher education with more than 20 years of
experience, and a first-generation, Latinx college graduate who currently oversees the
recruitment marketing efforts of NYCC, a two-year community college located in Lower
Manhattan and the largest college within the City University of New York system.
Participants
The participants for this study included a former NYCC President who served as
the college’s top administrator from 1995-2018; a former interim president, who served
as provost (2014-2018) then as interim president (2018-2020); and the current president
of NYCC, who was hired in late-February 2020. NYCC staff who were interviewed
included the associate director of marketing, who has been at NYCC since 2017; the
director of admissions, who has been employed with NYCC since 2017; and the new and
first-year student programs specialist and manager of NYCC’s Tiger Team Program.
Two groups of first-generation Latinx college students were included in the study
– one group of five, first-year students; one group of five, second-year students. Each of
the students participated in a one-on-one interview. All ten students participating in the
case study are enrolled in NYCC’s Tiger Team Program, a cohort program designed to
help first-generation Latinx community college students navigate their learning
experiences.
Documents including budget reports and examples of NYCC’s marketing
materials were reviewed, in addition to the NYCC website and social media channels.
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Definition of Terms
The following definitions are used throughout the study.

Community colleges: are defined “as regionally accredited institutions, which primarily
award the associate degree as their highest award” (AACC Report, 2017, p. 2).

Customer mind set: “reflects the extent to which an individual employee believes that
understanding and satisfying customers, whether internal or external to the organization,
is central to the proper execution of his or her job” (Kennedy et al., 2002, p. 159).

Customer orientation: “as an individual's set of beliefs that put the customers’ interests
first” (Guilbault 2016, p. 1)

Edvertsing: “the combined practice of marketing, branding, and advertising in
education,” (DiMartino & Jessen, 2018, p. 4).

External strategic information: “is strategic information about events or relationships in
the firm’s outside environment,” (Aguilar, 1967, p. 6).

Interpretation: “a rendering in which one word is explained by another.” (Weick, 1995,
p. 7).
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Latinx (Chicano/a, Latino/a, Hispanic} – “Latinx [has] signaled an important recognition
of nonbinary gender identifications” (Torres, 2018, p. 1). “these terms [Chicano/a,
Latino/a,

Hispanic] do not fully or accurately reflect the heterogeneity of this ethnic group within
the United States, and that individuals may prefer to identify themselves by their specific
ethnic heritage, political, regional, or national origins.” (Perrakis & Hagedorn, 2012, p.
798).

Market orientation: “the implementation of the marketing concept. Hence, a marketoriented organization is one whose actions are consistent with the marketing concept”
(Kohli & Jaworski, 1990, p. 1).

Marketing: the process by which “a firm creates value for its chosen customers,” (Silk,
2006, p. 3).

Marketing mix: “product, price, place, and promotion – is essentially the working out of
the tactical details of the positioning strategy” (Silk, 2006, p. 8).

Marketing strategy: is “the plan by which value is created on a sustained basis,” (Silk,
2006, p. 3).

Positioning: “the unique selling proposition for the product” (Silk, 2006, p. 4).
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Recruitment: is the process by which a postsecondary institution move[s] a prospective
student from initial contact through the campus to matriculation” (Sevier, 2000, p. 11).

Retention: “Student college retention or student persistence can be defined as the
successful process of completing a bachelor’s degree (Estaville, Brown, & Caldwell,
2006b).

Segmentation: process which is how to “first determine the most appropriate way to
describe and differentiate customers.” (Silk, 2006, p. 5).

Sensemaking: “the reciprocal interaction of information seeking, meaning ascription, and
action” (Thomas, Clark & Gioia, 1993, p.240.

Strategic information: “is information useful for making decisions about strategy and
long-range plans,” (Aguilar, 1967, p. 5)
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CHAPTER 2
This chapter begins with a discussion of the theoretical framework for the case
study and continues with the review of literature.
Theoretical Framework
The theoretical framework for this case study is a combination of concepts
including Francis Aguilar’s (1967) PESTLE (Political, Economic, Social, Technological,
Legal, Environmental) Analysis, Weick’s (1995) Sensemaking Theory, and Tara Yosso’s
(2005) Community Cultural Wealth. The framework includes the use of the term
“edvertsing,” coined by researchers DiMartino & Jessen (2018) who define edvertising as
“the combined practice of marketing, branding, and advertising in education,” (p. 4).
PESTLE Analysis
Francis J. Aguilar (1967) founded the model as it was originally known as the
Political, Economic, Socio-cultural and Technical (PEST) analysis, as a means for
measuring the success of a business. In the 1970s and 1980s, authors Liam Fahey,
Vadake K. Narayanan, and Arnold Brown added the “Legal” and “Environmental”
variables to the name which resulted in the PESTLE model. The PESTLE model can be
used by an organization or business to identify a variety of factors including further
growth opportunities, reasons for profit decline and reasons for consumers’ aversion to a
product. (Morrison, 2013 p. 65). PESTLE is designed to be an outward looking tool that
looks at factors outside of the control of an organization. It is often used for “business
planning” to identify targets for growth; “marketing planning” to help identify potential
customers, demands and supply; “product development” to make the decision to enter or
leave an area of product creation; and “organizational change” to identify potential
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opportunities for growth or the needs to adjust training skills and technology to improve
business. (Morrison, 2013, p. 68-69). By collecting strategic information, companies can
make decisions about strategy and long-range plans (Aguilar, 1967).
The PESTLE Model helps businesses examine or “scan” (Aguilar, 1967)
macroeconomic factors outside of the organization that may affect profits, growth and
overall success. These factors include political, economic, social, technological, legal and
environmental. Political factors focus on the current state of the political climate and
policies surrounding matters that may involve consumer protection, political trends,
governmental leadership, taxes, and government structures. Economic factors focus on
growing trends, taxation, exchange rates, inflation and import/export ratios. Social factors
are demographic data (age, gender, race, etc.), population shifts, education levels, trends,
and living standards. Technological factors include inventions, new research,
communications, and advancements in manufacturing. Legal factors include changes to
employment law, recruitment and visas. Environmental factors focus on the working
space available and the ability to physically move a workspace and the location of the
workspace. The PESTLE Model is essential in developing a business strategy that
outlines a company’s (or college’s) basic image, purposes and vision for future activities.
“Strategy should be responsive to both the risks and opportunities confronting the
company in its external environment and the strengths and weaknesses – present and
potential – within the firm itself” (Aguilar, 1967, p. 4).
Colleges can apply the PESTLE Model through four modes of scanning (Aguilar,
1967), which include 1) undirected viewing, 2) conditioned viewing, 3) informal search,
and 4) formal search. “Scanning involves simply an exposure to and perception of
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information” (Aguilar, 1967, p. 18). Undirected viewing is general exposure without
specific purpose but only through exploration. For colleges, this mode of scanning could
involve broad trends used in marketing and recruitment efforts, such as the use of color or
photos. Conditioned viewing involves an active search where the viewer is ready to
consider the relevance of the information gathered. Colleges may use conditioned
viewing when considering marketing strategies used by competitors, such as the use of
QR codes in recruitment advertising. “It frequently serves to signal a warning or to
provide a cue that more intensive scanning should be instituted “(Aguilar, 1967, p. 20).
Informal search involves an unstructured effort to collect “specific information or
information for a specific purpose” (Aguilar, 1967, p. 20). Colleges must consider how
prospective students use an informal search mode of scanning when they happen to come
across a college brochure in their high school counseling office or when they happen to
glance at an advertisement on their social media feed. Aguilar states this mode “would be
the universally important activity of ‘keeping an eye’ on the environment to check on the
results of some current policy or activity or to uncover new information on any one of
many issues of known interest.” (Aguilar, 1967, p. 20). The fourth mode is the formal
search that is the purposeful attempt, usually pre-planned, to obtain specific information
about a specific issue. Colleges may use this mode by consulting with institutional
divisions on enrollment management and institutional effectiveness to learn about
enrollment trends and demographics of prospective and current students, in order to
develop a marketing strategy.
Colleges and universities must have their fingers on the pulse of macroeconomic
factors, defined in the PESTLE Model, when they are making short-term and long-term
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decisions about curriculum development, student support programs and edvertising
efforts. Public institutions rely on their abilities to navigate political and legal quandaries,
seek public funding for facilities, programs and research, and cultivate relationships on
social and cultural levels that result in positive impacts on the institution’s reputation and
appeal. Using the PESTLE Model allows for the gathering of strategic information and
external strategic information (Aguilar, 1967) that can inform a college in its decisionmaking process to build a positive image for prospective students who participate in
sensemaking when responding to a college’s recruitment edvertisement.
Sensemaking Theory
Weick (1995) developed the concept of sensemaking in organizations based on
descriptions from other scholars like Thomas, Clark & Gioia (1993) who describe
sensemaking as “the reciprocal interaction of information seeking, meaning ascription,
and action” (p. 240). The ability to make sense of something involves scanning the
environment, interpretation of the information and responded to the information acquired.
Sackman (1991) echoes Thomas et al (1993) and says sensemaking includes “the
standards and rules of perceiving, interpreting, believing and acting that are typically
used in a given cultural setting” (p. 33); and Feldman (1989) declares sensemaking is
critical “for organizational members to understand and share understandings about such
features of the organization as what it is about, what it does well and poorly, what the
problems it faces are, and how it should resolve them” (p. 19).
The concept of sensemaking is effective because it emphasizes the discovery and
creation of information by the customer, or in this case the student, which precedes the
act of interpretation. The act of discovery involves a higher level of engagement.
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“Interpretation connotes an activity that is more detached and passive than the activity of
sensemaking” (Weick, 1995, p. 14).
With this understanding, Weick (1995) says “The process of sensemaking is
intended to include the construction and bracketing of the textlike cues that are
interpreted, as well as the revision of those interpretations bases on action and its
consequences. Sensemaking is about authoring as well as interpretation, creation as well
as discovery.” (p. 8). Furthermore, “Sensemaking investigates how meaning is
constructed, why it is constructed, by whom, and with what impacts” (DiMartino &
Jessen, 2018, p. 12).
For prospective students choosing a college, the concept of sensemaking is
valuable because it “implies a higher level of engagement” by the student or customer
(Weick, 1995, p. 14). Weick (1995) identified seven properties that define the
sensemaking concept, which can be applied to the decision-making process prospective
students go through when assessing college edvertisements from institutions.
Sensemaking is (1) “grounded in identity construction,” or the connections between
individuals’ self-perception with others’ perception and as members of a larger group.
Prospective college students look to edvertisements to connect with the idea of going to
college and selecting which institution to attend. Edvertisements can create an image of
success that encourages prospective students to see themselves represented. Sensemaking
is (2) “retrospective” which is defined by life experience over a period of time.
Prospective college students rely on their cultural and familial backgrounds and
influences that have impacted their life experiences during their education prior to
deciding whether or not to attend college. This retrospective lens can offer students with

18

the insight to decide whether or not to go to college and which college to attend, if they
decide to do so. Sensemaking is (3) “enactive of sensible environments” which is the idea
that individuals actively construct their actions in a given environment. College
environments encourage students to become active in their pursuit of a degree and
ultimately a career. Sensemaking in college is (4) “social” and involves interaction with
other individuals that include other students, faculty and staff from different cultural and
socioeconomic backgrounds. Sensemaking is (5) “ongoing” and (6) “focused on and by
extracted cues” which emphasizes the connection between interpretation and contextual
cues that help form understanding. With each course, college students must use
sensemaking to complete their assignments and ultimately reach their goal of earning a
degree. Sensemaking is also (7) “driven by plausibility rather than accuracy” which
Weick (1995) interprets as “it is belief rather than accuracy that guides action”
(DiMartino & Jessen, 2018, p. 13). For colleges developing recruitment marketing
campaigns, sensemaking is “about plausibility, pragmatics, coherence, reasonableness,
creation, invention, and instrumentality (Weick, 1995, p. 57). Furthermore, sensemaking
in college edvertisments “takes a relative approach to truth, predicting that people will
believe what can account for sensory experience but what is also interesting, attractive,
emotionally appealing, and goal relevant,” (Fiske, 1992, p. 879). Sensemaking can be
acquired by first-generation Latinx college students who connect their cultural and
familial experiences when they consider which college to attend. A student’s desire to
attend college is connected to their cultural background and the wealth of support they
received at home and by their community.
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Community Cultural Wealth
Tara Yosso (2005) introduced a conceptual framework of community cultural
wealth grounded in critical race theory to challenge the idea that “people of color ‘lack’
the social and cultural capital required for social mobility.” (Yosso, 2005, p. 70). In 1995,
Gloria Ladson-Billings and William F. Tate began applying the critical race theory
framework in the field of education. Ladson-Billings & Tate (1995) searched for a better
understanding of the inequities in the context of education. Critical race theory is a
perspective that emphasizes the centrality of race and racism and challenge white
supremacy in the law, education, politics and other social systems. Critical race theory
has become an important perspective in higher education and student development
(Patton, McEwen, Rendón, & Howard-Hamilton, 2007).
After outlining the critical race theoretical framework, Yosso (2005) challenged
the assumption that “Students of Color come to the classroom with cultural deficiencies”
(Yosso, 2005, p. 70). She challenged traditional interpretations of cultural capital theory
(Bourdieu & Passeron (1977) and introduced the community cultural wealth concept
where she identified six forms of capital (Yosso, 2005, p. 70). The six forms of capital
that compose community cultural wealth are: “Aspirational capital,” or student’s ability
to remain hopeful, resilience; “Linguistic capital,” the student’s ability to communicate in
one or more languages; “Familial capital,” knowledge gained through interactions and
relationships with family; “Social capital,” networks of people and community resources;
“Navigational capital,” skill to traverse diverse institutional settings, particularly
unwelcoming settings due to oppressive structures; and “Resistant capital” knowledge
and skills fostered through oppositional behavior that challenges inequality (Yosso, 2005,
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pp. 77-80). Yosso’s concept of community cultural wealth aims to “transform education
and empower People of Color to utilize assets already abundant in their communities”
(Yosso, 2005, p. 82).
Yosso’s (2005) six forms of capital in community cultural wealth directly impact
the relationship prospective college students have with their institution of choice, their
college support systems (faculty, staff, administration) and their self-efficacy when
completing courses and navigating the college system toward earning their degree. Firstgeneration college students may experience the overwhelming need to acquire
community cultural wealth when they first step foot on a college campus. As firstgeneration Latinx college students make the transition from high school to college, “a
reconfiguration of relationships and constructive social ties transpires” (Saunders &
Serna, 2004, p. 149). Latinx students may experience similar anxieties and need to
acquire aspirational capital, to remain positive and resilient when challenged with the
inexperience of navigating college life; the need to gain linguistic capital, in order to
properly communicate with professors and administrators during their time in college;
and the need for familial capital, especially if he/she/they are the first in their family to
attend college and were not exposed or encouraged to attend college. “In education,
students with limited capital benefit from the development of relationships with caring
educated adults,” (Saunders & Serna, 2004, p. 148). Latinx college students, like most
other college students, will need to gain and enhance their social capital by meeting new
people and learning about their fellow classmates, administrators and the college
community. Acquiring navigational capital is also essential for a Latinx college student
skill to traverse diverse institutional settings, particularly unwelcoming settings due to
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oppressive structures; and acquiring resistant capital can help foster oppositional behavior
that challenges inequality, especially for Latinx or other minoritized student populations.
More than ever, first-generation Latinx students are finishing high school and
applying to college, challenging higher education institutions to adapt to this evolving
demographic. At the same time, these first-generation Latinx students who are striving to
climb the socioeconomic ladder, are rapidly reshaping the marketplace for college
recruitment. Using the PESTLE Model (Aguilar, 1967), the Sensemaking Theory (Weick,
1995) and Community Cultural Wealth (Yosso, 2005), how can community colleges
create effective and sustainable marketing strategies to recruit first-generation Latinx
students and hold their interests so they can complete their coursework and earn their
degrees?
Review of Literature
For this case study, I examined a collection of peer-reviewed articles and reports
that focus on different facets of marketing, higher education and the first-generation
Latinx college experience. Information for the review of literature was gathered using
electronic databases from the New York Public Library and St. John’s University,
research websites including Education Resources Information Center, and Google
searching for key words that include: higher education, community college, marketing,
Latinx, recruitment and advertising. The review of literature has been organized into
three sections: 1) marketing; 2) recruitment, enrollment and retention; and 3) experiences
and perceptions of Latinx students.
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Marketing
Silk (2006) defines marketing as “the process via which a firm creates value for
its chosen customers. Value is created by meeting customer needs” (Silk, 2006, p. 3). In
his book, Silk (2006) explores the definition of marketing and how a business can
separate itself from others when attracting and keeping customers. The techniques
described by Silk (2006) can apply to many industries, including higher education. In
some cases, colleges and universities may consider hiring an outside marketing firm to
create marketing materials for recruitment efforts; however, many colleges use in-house
communications and marketing departments to create advertisements and other marketing
communications assets. Creating an effective marketing campaign requires a marketing
strategy which involves 1) identifying a target market the preferred positioning of the
product or service to customers; and 2) creating a plan of marketing activities to achieve
the desired positioning. (Silk, 2006). A marketing strategy is “the plan by which value is
created on a sustained basis” (Silk, 2006 p. 3). In higher education, competition has
continued to create challenges for colleges who are aiming to increase and diversify their
enrollment. For many institutions, it is critical to find ways to position itself and its
services in the most effective manner to capture the attention of prospective students. The
positioning of a product or service is “the unique selling proposition for the product”
(Silk, 2006, p.4). Colleges must distinguish themselves and separate from competitors by
finding ways to promote their unique features, which may include courses, support
services, or their physical location. One method that colleges can pursue this, is through
segmentation of potential customers. Segmentation is the process which is how to “first
determine the most appropriate way to describe and differentiate customers.” (Silk, 2006,
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p. 5). The most widely used categories are demographic, geographic and lifestyle; and
when combined these categories help describe a customer’s behavior or relationship with
a product or service (Silk, 2006), which can be used to create meaningful recruitment
materials to attract specific students (customers).
Colleges and universities must consider how they will execute their marketing
strategy once they have identified their target market and their positioning using the
marketing mix, which is “product, price, place, and promotion – is essentially the
working out of the tactical details of the positioning strategy” (Silk, 2006, p. 8). Activities
that make up the mix, include pricing, branding, channels of distribution, advertising and
other promotions. Colleges have used print, radio, television and digital platforms as part
of their marketing mix to position their institution in front of their target markets, or
desired students (customers).
Kohli & Jaworski (1990) developed a framework for understanding the
implementation of the marketing concept through a review of literature and field
interviews of marketing professionals. They found that market orientation has a direct
impact on an organization’s strategy, employee temperament, and customer attitudes and
behavior. Kohli & Jaworski (1990) define the term “market orientation” as “the
implementation of the marketing concept. Hence, a market-oriented organization is one
whose actions are consistent with the marketing concept” (Kohli & Jaworski, 1990, p. 1).
As colleges continue explore new ways of recruiting students, the concept of market
orientation should be considered and adopted by the entire college community in order
for it to be effective. Researchers Kohli & Jaworski (1990) interviewed 62 individuals,
which included senior managers and staff who held marketing and nonmarketing

24

positions in industrial, consumer, and service industries. The researchers found that
managers said that having a customer focus is “the central element of a market
orientation” (p. 3). Maintaining a customer focus involves obtaining information from
customers about their needs and preferences and conducted marketing research
examining the marketing mix (Silk, 2006) to learn about competition and ways to meet
future needs of customers. (Kohli & Jaworski, 1990). The researchers also discovered
that some interviewees also stressed that “a market orientation is not solely the
responsibility of a marketing department” (p. 3) and emphasized the importance of
concerted action by various departments of an organization in order to effectively meet
the needs of customers (Kohli & Jaworski, 1990). Community colleges must find ways to
engage other departments, which may include enrollment management, admissions,
registrar’s office, student affairs, and human resources to expand marketing
communication efforts to internal and external audiences. Effective marketing strategies
(Silk, 2006) involve participation by college key stakeholders that may include current
students, faculty, staff, alumni and donors.
Marketing Practices in Education. Identifying effective marketing channels are
essential for building successful marketing strategies. Many colleges use a variety of
channels that include digital or web advertising, billboards, television, radio, social media
and other digital platforms including Pandora/Spotify (Academia Group and Glacier,
2020). Colleges recruiting students out of high school may consider strategies for
advertisement spending based on where their target markets are most likely to view
advertisements. Glacier and Academic Group (2020) conducted qualitative study that
included a survey of 1,397 high school students, mostly from Alberta, British Columbia,
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and Ontario, and their usage of marketing and branding resources for postsecondary
institutions. “Access and proximity are the most important factors influencing recall of
postsecondary ads” (Glacier and Academic Group, 2020, p. 1). Recognizing that most
high school students’ own smartphones and have access to the internet, the researchers
found that 66% of high school seniors and 59% of juniors and sophomores viewed ads on
social media. The same groups viewed ads on websites, 44% of seniors and 40% of
juniors and sophomores (Glacier and Academic Group, 2020). The second highest
marketing channel viewed by high school students surveyed was the print
advertisement/poster (by 57% of high school seniors and 55% of juniors and
sophomores) located somewhere on their high school campuses.
Advertising offers institutions the opportunity to cast a wider net for capturing the
attention of prospective students who may not be aware of the programs or learning
experience offered at an institution. Many students who are preparing to attend college
may consider doing their own research to find which college is the best fit for them.
College websites have become the first introduction for students who are learning about a
college for the first time. Glacier and Academic Group (2020) discovered that 70% of
high school seniors surveyed most commonly used institutional websites to research
which colleges they are considering to attend; and social media platforms were used by
50% of high school seniors. In the same group, high school seniors still preferred the
more traditional approach of conducting research by attending presentations by college
recruiters (62% of seniors) and looking through university viewbooks or brochures (61%
of seniors). In 2020, the COVID-19 pandemic caused colleges to move their recruitment
efforts to live streaming or virtual platforms, removing the in-person experience of
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college visitations and adjusting how colleges conduct recruitment. “Live streaming
recruitment events will likely become an integral conversation tool given the evolving
higher ed landscape” (Glacier and Academic Group, 2020, p. 5). Prospective students
may navigate through various media channels to find the right college; however, once
they are enrolled, sustaining a positive relationship with college students through
graduation and beyond, requires a deeper look into brand identity, image and reputation
management.
Dennis, Papagiannidis, Alamanos, & Bourlakis (2016), argue that “the perceived
quality and reputation of a higher education institution can affect one’s perceptions of an
institution's brand characteristics, namely a college’s image, identity, and meaning” (p.
2). In their quantitative study, Dennis, et al (2016) surveyed 605 recent college graduates
to examine the effect on brand attachment and its antecedents on commitment, trust and
brand equity in higher education institutions. College recruitment is the first step to
developing a relationship with students:
“How universities manage the relationship with the students and how students
perceive their institution’s brand can have an impact on the attachment with the
institution and in turn on students’ intentions to engage with the university in the future”
(Dennis, et al., 2016, p. 1).
Building a strong brand is part of an institution’s marketing mix (Silk, 2006),
which involves building a brand awareness among target markets (prospective students)
among competitors. The manner in which brand awareness is created and managed “can
influence the strength of the attachment the student and graduates have with the
institution, which in turn affects relationship factors such as commitment, trust, and
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satisfaction” (Dennis, et al, 2016, p. 2). For many first-generation Latinx students, a
college’s brand can communicate positive aspects about an institution’s curriculum,
student support services, diversity, and overall student learning experience. “Establishing
an effective HEI brand can underpin relationship building, forming an attachment
between the institution and the student” (Dennis, et al, 2016, p. 2).
Mourad, Ennew and Kortam (2011) further support the importance of brand
equity in higher education and recognize that an institution’s brand is an important
determinant of consumer choice (Mourad, Ennew & Kortam, 2011). In their work, they
conducted a quantitative study involving surveys with a sample of 150 current college
students and 150 prospective college students (in high school) from Cairo. The
researchers learned that awareness of a college is created by word of mouth and
promotion, but an institution’s image is created by the institution’s efforts to create a
brand personality, social image and positioning in the competitive market. Brand equity
“represents attributes such as better product performance, strong risk reduction, lower
information costs and a positive image of the product” (Mourad, et al, 2011, p. 405). For
first-generation Latinx college students, brand equity can minimize the risks of selection
college that is the wrong fit. Mourad, Ennew and Kortam (2011) concluded “the brand is
a significant influence on the selection of a university” (p. 415). If a newly enrolled
college student is satisfied with their college choice, then they are more likely to show
strong customer loyalty which can help carry an institution’s brand to other prospective
students.
It is also important to consider that an institution’s reputation may be
compromised among Latinx students who may be unable to place their trust and feel
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satisfied with the quality of education and support services that are being promoted (and
offered) by the institution. These factors are even more critical if Latinx students do not
have a choice of where to attend college, because of their places of residence, familial
situations, and/or financial circumstances. A college’s perceived quality and reputation
can be enhanced when the institution looks carefully at their customer base.
Customer-based Recruitment Strategies. Marketing in higher education has
become very critical to help ensure the success of an institution in the areas of student
recruitment and retention, faculty and staff advocacy, and building a strong brand and
reputation. Successful marketing is best executed when the customer is clearly identified,
and the customers’ needs are acknowledged and addressed. Guilbault (2016), conducted a
literary review using the frameworks of market orientation (Kohli & Jaworski, 1990) and
customer orientation to explore how colleges can better serve students by adopting a
customer mindset. Guilbault (2016) defines customer orientation “as an individual's set of
beliefs that put the customers’ interests first” (Guilbault 2016, p. 1) These beliefs can
address cultural, religious, fashion, dietary and practical function, and for first-generation
Latinx students, the beliefs may also include those imposed upon them when they were
children and living with their families. Students must be considered customers in order
for colleges to develop an effective marketing strategy (Guilbault, 2016). Providing
quality customer service to students is essential when creating a link between customer
needs and institutional strengths. Prospective students will use this information when
selecting a college to attend. Market orientation (Kohli & Jaworski, 1990) reminds us that
effective promotion and marketing involves quality customer service by many key
stakeholders (faculty and staff), not just the marketing department.

29

Creating an institutional culture that embraces the importance of marketing
requires all employees at every level to adopt a customer mind-set (Guilbault, 2016). A
customer mind set “reflects the extent to which an individual employee believes that
understanding and satisfying customers, whether internal or external to the organization,
is central to the proper execution of his or her job” (Kennedy et al., 2002, p. 159).
Building a strong culture within the institution that instills pride and encourages the
delivery of quality customer service can attract more students to the institution and
increase enrollment and retention rates. Student trust in the educational institution is
critical for improving recruitment and retention. Students build trust through their
perceptions of the college’s friendly treatment toward students, truthfulness and quality
of service (Ghosh et al., 2001).
Colleges struggling with enrollment and consider revisiting their marketing
strategies to possibly invest more money to develop marketing campaigns to maintain
customer satisfaction Guilbault (2016). However, “It is less expensive to keep a customer
than to find a new one” Guilbault, 2016, p. 2). Recruiting new students may require more
time and money than ensuring current students are satisfied with the service to remain
long-time patrons to eventually graduate from the institution and become alumni who
donate and advocate for the institution. “Students persisting to completion of their
educational goals are a key gauge of student success, and therefore institutional success.
So, students should be viewed as customers” (Guilbault, 2017, p. 2). Colleges need to
understand this pertains to them as well and further stresses the importance of adopting a
market orientation (Kohli & Jaworski, 1990) and customer orientation (Guilbault, 2016).
The manner in which community colleges adopt a market orientation and customer
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orientation requires a marketing strategy that includes a better understanding of the
Latinx culture, its growing population and finding the best ways to address the needs of
the first-generation Latinx college student.
Kalimullin & Dobrotvorskaya (2016) argue higher education institutions take an
active role in learning more about prospective students when developing a marketing
strategy. These authors conducted a mixed methods study that included a survey of 1,515
college students of Kazan (Volga region) Federal University (KFU) and quantitative data
and content analysis. The researchers discovered certain characteristic features of
enrollees (engineering mindset, humanitarian mindset, scientific mindset or a mix of two)
and main factors that impact the choice of a university and an academic program by
enrollees (Kalimullin & Dobrotvorskaya, 2016). They recommend:
“Education marketing is important for increasing the competitiveness of
universities; namely, the information on the prestige of a university, on the availability of
budget places, on the availability of certain academic programs, on the qualification of
faculties, on the availability of additional education programs (it is desirable to provide
discounts on tuition fees for these programs), and on possibilities of the further career
growth” (Kalimullin & Dobrotvorskaya, 2016, p. 6039).
In order for colleges to be success in their recruitment efforts, higher education
marketing strategies should be aimed at potential applicants with a clear understanding of
their mindsets and goals. Considering these factors can help colleges identify their target
markets more clearly, especially when they consider students’ ethnicity and whether they
are a first-generation college student.
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Addressing the Growing Latinx Population. The Latinx population in the
United States continues to grow, in fact a report by the Pew Research Center suggested
the Latinx population, which was 42 million in 2005, will rise to 128 million in 2050,
tripling in size. Latinx will be 29% of the population, compared with 14% in 2005,
accounting for 60% of the nation’s population growth from 2005 to 2050 (Passel &
Cohn, 2008). Furthermore, the report also forecasts that the working-age population—
adults ages 18 to 64—will reach 255 million in 2050, up from 186 million in 2005
(Passel & Cohn, 2008). This is the common age range of students who attend community
college.
In an updated report published online by the Pew Research Center, Latinx
represented more than half of the total U.S. population growth since 2010 (Krogstad,
2020). The report was written using the U.S. Census Bureau population estimates from
2019 (U.S. Census Bureau, 2019). In 2019, the number of Latinx reached a record 60.6
million, making up 18% of the U.S. population. This is up from 50.7 million in 2010,
when Latinx were 16% of the population. In New York, New Jersey, Pennsylvania, New
Mexico, Rhode Island and Mississippi, the Latinx population growth exceeded that of the
overall population during this time. Furthermore, in New York, the number of Latinx
grew by 319,500 even as the state population went up by only 53,700 (Krogstad, 2020).
The reports by the Pew Research Center (Passel & Cohn, 2008; Krogstad, 2020)
provide insight and opportunity for community colleges to capitalize on the Latinx
population boom and define target markets to apply marketing strategies for recruitment.
In New York, the opportunities to reach the Latinx population should be further explored
by community colleges in order to stay competitive with four-year institutions. Despite
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this increase in the Latinx population, some states are still not addressing the growth and
the needs in the Latinx population.Vasti Torres and Desiree Zerquera (2012) conducted
an exploratory study to identify areas where potential Hispanic-Serving Institutions
(HSIs) may emerge in the within 10 years, and yielded findings that indicate the majority
of institutions are not considering the growth of Latinx in their communities, and even
fewer are preparing for this enrollment growth (Torres & Zerquera, 2012). A majority of
institutions researched in Arkansas, Georgia, Maryland, North Carolina, Oregon, South
Carolina, and Tennessee, were community colleges, highlighting the importance of
community colleges in educating Latinx students. “Because community colleges are
driven by missions to serve their local communities, and Latinx tend to enroll in
institutions close to home, it is understandable why the majority of HSIs are community
colleges” (Torres & Zerquera, 2012, p. 273).
Research has also shown that there are many Latinx high school students in the
United States who are not in a “college-going climate…to which adults within the high
school create an environment that promotes norms for college attendance and provides
the information, resources, and supports students need to effectively navigate college
search and application” (Roderick, Coca, and Nagaoka, 2011, p. 199). Furthermore,
Latinx parents and students consistently face the challenge of comparing the services
offered by different colleges despite the plethora of rankings and college guides that
focus not only on the “Best Colleges,” but also the “Best Buy Colleges,” attempting to
balance price and quality. These factors contribute to the complexity of identifying the
college that is the best fit, and these factors can also further expose the academic,
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financial, personal and familial issues that first-generation Latinx college students
consume. (Saunders & Serna, 2004).
It is critical to understand the first-generation Latinx student in a holistic manner,
by looking more closely at influences (at home or at work) that may affect their abilities
to succeed in higher education. In some cases, colleges have programs designed to help
first-generation college students navigate the transition from high school to college,
obtain academic advisement and build social capital (Yosso, 2005) to help them succeed.
In professional situations, maintaining strong working relationships enables individuals to
obtain access to resources possessed by their colleagues and to the amount and quality of
those resources. “In education, students with limited capital benefit from the development
of relationships with caring educated adults. Students benefit from the social connections
they establish with teachers, counselors, and school officials” (Saunders & Serna, 2004,
p. 148).
Saunders & Serna (2004) studied the Futures Project, a support program designed
to help first-generation Latinx college students navigate the transition to college and
obtain access to academic assistance and social capital. They found that low college
enrollment rates by first-generation Latinx college students were attributed to the fact that
they had low social and cultural capital and little awareness of responsibilities and
activities involved with enrolling in and attending college. “In fact, for Hispanics (and
African Americans), social and cultural capital is as important as academic ability in the
college enrollment decision” (Saunders & Serna, 2004, p. 148). With this understanding,
first-generation Latinx college students are a target market that requires specific
marketing strategies to address their social and cultural needs. These strategies should be
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applied in the recruitment efforts to increase enrollment of first-generation Latinx college
students.
Recruitment, Enrollment and Retention
Community colleges can adopt a variety of marketing strategies to recruit firstgeneration Latinx college students using media channels that include print advertising,
radio, television and social media (Silk, 2006; Glacier & Academica Group, 2020) These
practices can provide positive returns on enrollment, but how can colleges hold the
attention and motivation of first-generation Latinx students so they can graduate and earn
their degree? Montalvo (2012) conducted a mixed-method geographical study to
investigate whether some public universities outperform others in recruiting and retaining
Latinx undergraduates. Recruitment is “the process by which a postsecondary institution
moves a prospective student from initial contact through the campus to matriculation”
(Sevier, 2000, p. 11). In order to stay competitive, many colleges invest a lot of money on
recruitment efforts to engage prospective students. First-generation Latinx college
students may require specific strategies to engage their interests to enroll. Once enrolled,
first-generation Latinx students must continue to stay engaged so they can complete “the
successful process of completing a bachelor’s degree” Montalvo, 2012, p. 239.
Montalvo’s (2012) study revealed four important predictive financial variables for
recruitment: in-state tuition, percentage receiving student loan aid, percentage receiving
federal grant aid, and state/local grant aid. In addition, “the findings also stress the
incorporation of attributes for social and cultural capital are imperative to student
recruitment and retention as well” (Montalvo, 2012, p. 251). Recruitment materials can
also highlight the physical campus, academic and career opportunities, cost, and
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programs to address specific social or cultural needs.
Montalvo (2012) also discovered that the use of social media was a critical
recruitment and retention tool used by colleges that out-performed many schools. “Social
media are widely used by college students from diverse backgrounds and provide an
effective, low cost means of disseminating information for recruitment and retention
purposes” (Montalvo, 2012, p. 248). The most common social media platforms used by
the colleges reviewed were Facebook, Twitter, YouTube, and Flickr (Montalvo, 2012).
The effective use of social media and other marketing tools can have a profound effect on
the enrollments of Latinx students. Analyzing enrollment trends of Latinx college
students can help colleges create marketing strategies that can highlight academic
programs and services to attract more first-generation Latinx students on their campuses.
Engberg & Wolniak (2010) examined how the high school context affects
students’ college outcomes by taking a closer look at how human, social and cultural
capital (Yosso, 2005) affects two- and four-year college attendance. Engberg & Wolniak
(2010) used data collected through the Educational Longitudinal Study (ELS) of 2002,
funded by the U.S. Department of Education, and focused on a sample of 11,940 students
from one of 740 high schools that were included in the 2002 study. The researchers
discovered that cultural capital variables were not consistent predictors of two- and fouryear college enrollment, but having aspirations of family and friends for a student to
attend college, significantly increased the likelihood of the individual enrolling in
college. “School-based aspirations were not significant, suggesting that the immediacy of
one’s friends and family carries more substantial weight than more distal influences”
(Engberg &Wolniak, 2010, p. 145). Furthermore, even though encouragement from high
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schools to attend college proved beneficial to increase the likelihood of students attending
college, “The effects related to seeking out college information and discussing plans for
school and college with one’s parents were both higher in terms of 4-year college
attendance” (Engberg & Wolniak, 2010, p. 146). This study reinforces the importance of
involving families in the recruitment and retention process of college students. The
support and encouragement college students receive from family and friends is vital to
ensuring completion of their degree.
Haverila, Haverila & McLaughlin (2020) conducted a quantitative study to learn
about the differences between domestic and international students and conditions that
affect their ability to stay enrolled (and finish) college. Haverila, et al (2020), surveyed
395 college students in the school of business of a mid-sized Canadian university in
2018. The sample consisted of 226 males and 167 females. Of the 395 participants, 199
were domestic students and 196 were international students (Haverila, et al (2020).
Fifteen conditions (variables) were identified including: 1) Financial challenges, 2) Poor
academic performance, 3) Intent to transfer, 4) Career indecision, 5) Family issues, 6)
Medical reasons, 7) Poor quality instruction, 8) Institution image, 9) Ineffective study
skills, 10) Poor school support services, 11) Difficulty adjusting to college life, 12) Poor
extracurricular activities, 13) Poor quality of academic advising, 14) Poor housing
arrangements, and 15) Lack of social integration (Haverila, et al, 2020, p. 366). The
researchers learned that six conditions were common among both domestic and
international students – social integration, quality of instruction, study skills, adjustment
to college life, extracurricular activities, and housing arrangements. For international
students, social integration, study skills, adjustment to college life, extracurricular
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activities, and housing arrangements were significantly more important. For domestic
students, however, quality of instruction was significantly more important. Furthermore,
the most important predictor of retention intentions for both groups was financial support
(Haverila, et al, 2020). This study helps contextualize the social, economic and emotional
challenges college students must cope with when they are attempting to take courses and
finishing their degree.
Enrollment Trends in Community Colleges. Community colleges are
continuing to see a drop-in enrollment causing institutions to redefine their marketing
strategies and examine how to solve the downward trend on enrollment (National Student
Clearinghouse Research Center (NSCRC, 2020).
The American Association of Community Colleges (AACC) published a report on
historic trends in community college enrollment, which examined enrollment trends of
many student populations, including Latinx students, from 2001 to 2017. Community
colleges are defined “as regionally accredited institutions, which primarily award the
associate degree as their highest award” (AACC Report, 2019, p. 2).
In their report, AACC found that there was a steady increase in the percent of
Latinx students enrolled in community colleges. In 2001, Latinx students made up 13.9%
of community college students, and by 2017, Latinx were 24.9% of community college
enrollments. Reporting in raw numbers, Latinx student enrollment nearly doubled,
increasing by 98% between 2001 and 2017, and despite the overall decline in enrollments
at community colleges between 2010 and 2017, Latinx enrollments continued to increase
each year during that timeframe (AACC Report, 2019).
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The AACC report indicated that public and private, not-for-profit, predominantly
baccalaureate degree-granting institutions continued to see increases in enrollments,
while community college enrollments declined. The pool of high school graduates has
not decreased and AACC believes the data suggests that traditional-age students are
choosing to enroll in four-year colleges, rather than community colleges.
The National Student Clearinghouse Research Center (NSCRC) has published
enrollment trend reports for colleges across the United States. In 2020, NSCRC published
its Fall 2020 report on enrollment, which showed that community college enrollment has
dropped 9.4 %, which was nearly nine times its loss rate between 2018 and 2019.
Community colleges also experienced nearly a 23% enrollment drop for first-time
students, which were previously showing an increase in Fall 2019 (NSCRC, 2020).
NSCRC published an update regarding enrollment trends during the Spring 2021
semester. The NSCRC’s website (https://nscresearchcenter.org/stay-informed/) reported
that “Undergraduate enrollment declined in all racial and ethnic categories” (NSCRC,
2021). The center reported that Asian and Latinx enrollments dropped in Spring 2021 in
contrast to their growth during Spring 2020, especially Latina women which declined
10 % at community colleges.
Community colleges must crack the code to find the most effective marketing
strategies for the recruitment and retention of first-generation Latinx college students.
These marketing efforts may need to be adjusted to accommodate any unforeseen crises
like the financial crash, increased unemployment rates, or most recently a global
pandemic.
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Recruitment Marketing in the Age of COVID-19. In 2020, the COVID-19
pandemic caused a shift in advertising efforts by many for-profit and non-profit
institutions of higher education. A report by the Century Foundation, a consumer
advocacy group, examined the efforts by “predatory colleges” (Dudley, 2020, p. 1) who
ramped up their advertising spending and took advantage of the pandemic to recruit
students. Dudley and her colleagues tracked advertising spending by the 100 for-profit
and nonprofit colleges with the largest online enrollments. The researchers found that
some colleges significantly increased their marketing budgets since March 2020 in order
to use the pandemic as a marketing angle and promoting online programs and the
advantages of staying home. Colleges with the largest advertising spending between
March and May 2020 include Strayer University ($9,500,000); Purdue University and
Purdue University Global ($8,800,000); Western Governors University ($1,600,000);
Columbia University ($1,400,000); and Arizona State University ($1,100,000) (Dudley,
2020, p. 3). There were no community colleges among the institutions with the largest
advertising spending.
The Covid-19 pandemic has exposed social issues, such as poverty, food
insecurity, and low access to education. We know that Covid-19 does not discriminate
and impacts people of all socioeconomic backgrounds and ethnicities. However, when
the Covid-19 pandemic began there were many news reports where Black and Latinx
populations were being impacted in greater numbers.
Changes to the marketing environment and the marketing landscape forced
businesses, including colleges, to develop a strategic alertness pre-, during-, and postpandemic. However, community colleges continued to operate under the same financial
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structures that were in place prior to the pandemic, limiting them for developing
marketing strategies to target markets that include first-generation Latinx college
students. As the vaccines continue to rollout and developments of the pandemic change,
community colleges must be equipped to market and engage Latinx students using proper
customer segmentation (Silk, 2006; Guilbault (2016) that considers how the pandemic
affected the learning experiences, financial burdens, family dynamics and health
situations of Latinx students.
Experiences and Perceptions of Latinx Students
Encouraging faculty engagement can offer insight into the learning experiences of
Latinx college students (Torres & Zerquera, 2012; Roderick, M., Coca, V. & Nagaoka, J.,
2011)). Cejda and Hoover (2010) examined strategies for faculty-student engagement in
rural, suburban and urban community colleges, and found that “community college
faculty who were interviewed stressed that culture matters and pointed to knowledge,
appreciation, and sensitivity to Hispanic culture as the key component to successfully
engaging Latino students” (Cejda & Hoover, 2010, p. 142).
Cejda and Hoover (2010) discovered that Latinx students ranked family
engagement as most important, employment as next important, and participating in postsecondary education as third in the order of importance. Faculty participants explained
that they often found Latinx students would turn to each other for help rather than
approach the instructor. This supports the need for Latinx students to establish social
capital with faculty in order to stay engaged. Given the growing diversity of U.S. colleges
and universities and the desire of many higher education institutions to promote
inclusivity. Kruse, et, al. (2018) argue that “there is a great need to create a systematic,
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dynamic, organized, and multifaceted approach to cultural competency work in higher
education” (Kruse, et al., 2018, p.737). Strong cultural competency training for faculty
can increase their sense of efficacy and “result in student persistence and success, an
increased sense of satisfaction with educational opportunities and services among faculty,
staff, and students, and a greater collective responsibility for all students’ educational
outcomes” (Kruse, et al., 2018, p. 737).
Roderick, et, al. (2011) examined the extent to which advocacy and support for
college enrollment of urban high schools are associated with students’ application to,
enrollment in, and choice among four-year colleges. The researchers used a two-level
hierarchical generalized linear model (HGLM) that produced two descriptive outcomes.
In Descriptive Outcome 1: “Whether Students Who Aspire to a Four-Year Degree Take
the Steps to Enroll in a Four-Year College,” the researchers found that 28% of students
decide to attend two-year colleges, delay enrollment, or have other plans. Latinx students
were the least likely to plan to enroll in four-year college after graduation; and 40% of
Latinx graduates who aspired to complete a four-year degree did not plan to attend a
four-year college. In Descriptive Outcome 2: “Enrolling in a College Match,” researchers
found that low-income urban students often engage in a limited college search and tend to
enroll within the traditional feeder patterns of their high schools predominately two-year
or larger public universities with lower levels of selectivity (p. 186). Roderick, et al
(2011) conclude that urban students who attend high schools where there is a pattern of
attending a four-year college, where teachers report high expectations and provide
support for college attendance, and where there is high participation in the financial aid
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application process are more likely to plan to attend, apply to, be accepted into, and enroll
in a four-year college that matches their qualifications.
Marisa Saunders and Irene Serna (2004) studied a group of first-generation Latinx
college students who enrolled in 4-year institutions immediately after high school
graduation. The researchers documented the experiences of students who form part of a
research intervention program that focuses on disrupting social reproduction by
increasing college access and persistence for underrepresented youth. In particular,
Saunders & Serna (2004) explore the long-term effects of a college access/intervention
program by examining how a group of first-generation Latinx college students navigate
the transition from high school to college, maintain a capacity to access academic and
social support while in college, and sustain a college-going identity. The researchers’
findings emphasize the importance of expanding the services of high school college
access programs through college. “The ability of first-generation Latino college students
to create, negotiate, and sustain social networks influences the college experience”
(Saunders & Serna, 2004, p.160). Furthermore, the experiences and behaviors of these
first-generation Latinx students emphasized the importance of providing the tools to
underrepresented youth and of ensuring that students have continued access beyond high
school.
“Latino first-generation in college students’ perceptions of the racial ethnic
climate and financial aid availability affect their decisions about what institution to enroll
in more than for any other race/ethnicity” (Torres & Zerquera, 2012, p. 263). Colleges
must be aware of Latinx students’ perceptions when attempting to connect with them
through marketing communications. Effective marketing and communication to first-
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generation Latinx students can provide a stronger connection to enhance the learning
experience in college. Community colleges can learn from student experiences in order to
build marketing strategies (Silk, 2006) by segmentation (Silk, 2006) in order to execute
an effective recruitment campaign.
Marketing strategies for community colleges need to be customized to address
their target audience and to highlight the benefits of attending a community college. For
first-generation Latinx students, effective marketing strategies should focus on
community cultural wealth (Yosso, 2015) while embracing the learning experiences of
Latinx students who are currently enrolled in college. The COVID-19 pandemic has
tested community colleges’ abilities to reach first-generation Latinx students who may
not have access to or have not been encouraged to attend college. Past research has
focused on effective marketing strategies that utilize channels like social media, websites
and traditional channels like radio and television in general; however, there is limited
research addressing the recruitment of first-generation Latinx students to community
colleges. In my case study of New York Community College, I plan to explore marketing
strategies that can be adopted to fill the gap in providing access and promoting the
opportunities of attending college to first-generation Latinx students.
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CHAPTER 3
This chapter provides information about the methods and procedures for data
collection and analysis for this case study. This is an intrinsic case study (Stake, 1995)
using data collection which include one-on-one interviews and a review of documents
produced New York Community College from 2017 to 2020. An intrinsic case study was
chosen by the researcher because he identified a specific case and is not seeking “to learn
about other cases or about some general problem, but because [I] need to learn about
[this] particular case” (Stake, 1995 p. 3). Research for this case study involved “emerging
questions and procedures” (Creswell, 2018, p. 4), the collection of data in the
participants’ settings, data analysis using themes, and the researcher made interpretations
of the meaning of the data (Creswell, 2018). The qualitative data was collected through
interviews with first- and second- year NYCC students, former and current leadership,
and current marketing, admissions and student support program staff. Documents
including budgets and NYCC marketing campaigns from 2017 and 2020 were reviewed
by the researcher in order to develop a deeper understanding of the case. This case
study’s qualitative research approach is detailed in this chapter which includes methods
and procedures for content analysis.
Using a social constructivist worldview (Creswell, 2018) the researcher aimed to
seek an understanding “relying on the participants’ views of the situation being studied,”
with the researcher using open-ended questions for participants to share their thoughts
and perceptions. (Creswell, 2018, p. 7).
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Methods and Procedures
Research Questions
The following research questions guided this study.
1.

What are the enrollment and marketing trends at New York Community
College? How do stakeholders make sense of marketing campaigns geared toward
the first-generation Latino student population?

2.

What are the decision-making methods used by NYCC administrators to recruit
first-generation Latino students?

3.

What are students’ perceptions of NYCC and its efforts to recruit and retain
first-generation Latino students?

Setting
This study includes a purposively selected setting that is intentional for
conducting this intrinsic (Stake, 1995) case study analysis of New York Community
College, its marketing strategies, and the perceptions of NYCC students, current and
former leadership and staff. This case study site was chosen based on demographics,
socio-economic statistics and location in Lower Manhattan. The collection of data for this
intrinsic case study was done in “a natural setting sensitive to the people and places under
study, and data analysis that is both inductive and deductive and establishes patterns and
themes” (Creswell & Poth, 2018, p. 61).
The setting selected by the researcher is New York Community College
(pseudonym) a public community college located in lower Manhattan, and the largest
college within the “New York College System,” (pseudonym). NYCC describes itself as
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“a diverse teaching and learning community committed to advancing equity and the
intellectual and personal growth of students” (NYCC Mission and Goals).
In 2019, NYCC’s student enrollment was 25,500 students. Between 2013 and
2019, the total headcount has fluctuated and has continued to decrease, as shown in
Figure 1. NYCC’s student enrollment population in 2020 was 22,496 students (Office of
Institutional Effectiveness and Analytics, NYCC, 2020).
Figure 1
Fall Enrollment

In 2019, NYCC’s student, which included part-time and full-time students, was
9,997 (39.2 %) Hispanic, as shown in Figure 2. This has been a steady decrease in
enrollment of Hispanic students since 2017. NYCC’s current student enrollment of
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Hispanic students is just more than 8,000 (Office of Institutional Effectiveness and
Analytics, NYCC, 2020).
Between 2017 and 2021, NYCC had three presidents who lead the college, one
who served for more than 23 years, an interim president who served for two years, and
the current president who has been in leadership since March 2020. In 2017, NYCC’s
student enrollment was 26,932 and has declined since with enrollment numbers at 26,506
in 2018; 25,500 in 2019; and slightly more than 22,000 in 2020. (Office of Institutional
Effectiveness and Analytics, NYCC, 2020). In addition, the budget for NYCC’s
marketing department (Office of Public Affairs) that is responsible for designing and
executing marketing campaigns for admissions, has also continued to decrease between
2017 (from $532,287) and 2020 (to $276,000), posing additional recruitment challenges
for NYCC.
Figure 2
Ethnicity Trends
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Participants
For this case study, I worked with a strategic and purposive selection of
participants (Miles, Huberman & Saldana, 2014) setting boundaries defined by NYCC,
the institution where participants for this study are currently enrolled or
currently/formerly employed. In the research process, the researcher kept “a focus on
learning the meaning that the participants hold about the problem or issue” (Creswell,
2018, p. 181). By selecting the participants identified, the researcher obtained a holistic
account of the case by “reporting multiple perspectives, identifying the many factors
involved in a situation, and generally sketching the larger picture that emerges”
(Creswell, 2018, p. 182).
NYCC students
NYCC students who are currently enrolled in the Tiger Team program were
selected to participate originally in focus groups; however, due to the pandemic and
scheduling conflicts, each student was interviewed individually. After consulting with my
committee mentor, I adjusted the structure of questioning in order to meet with each
student separately. The sample of volunteer participants represented experiences of firstgeneration Latinx college students, who are enrolled in NYCC’s cohort program known
as, “Tiger Team.” The Tiger Team program was introduced at NYCC in 2017 to help
first-generation college students during their college experience. First-generation is
defined by Tiger Team as students who: come from families where neither parent or
guardian has a two-year or higher degree from a college, university or other institution of
higher education in the United States. Some students’ parents or guardians may have
completed a degree in a country outside of the U.S.A.
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In my steps to obtain access to Tiger Team students, I communicated with
NYCC’s Vice President of Student Affairs whose division is responsible for supporting
the Tiger Team program. I followed up with email and phone correspondence with the
New and First-Year Student Program Coordinator, who oversees the Tiger Team program
to ask for assistance in recruiting students to volunteer for the interviews. Once IRB
approval was granted by St. John’s University and by New York Community College, I
proceeded and emailed letters of consent to the students who agreed to be interviewed for
this case study. The letter included the duration of time that was required, and
participants were reminded that their identities would be anonymous, and responses
collected are only being used for research purposes of this case study. Student
participants were also informed that their interview sessions would be recorded on Zoom
and Rev.
Students enrolled in the Tiger Team program are familiar with some of NYCC’s
marketing strategies and use of media channels (website and social media). A total of ten
students were selected, which comprised of five new (first semester at NYCC) students
and returning (second year at NYCC) students. All students provided experiences that
help contextualize this case study.
Current and Former NYCC Presidents
For this case study, I contacted (via email and phone) the former presidents of
NYCC and the current NYCC president to request for their participation in separate oneon-one interviews that were recorded on Zoom and Rev. I have had pervious working
relationships with all three participants and have contact information for each of them.
There is no relationship between me (the researcher) and the three participants outside of
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the work environment. I emailed each of these participants letters of consent in request
for their participation in the one-on-one interviews. Participants were informed that their
identities would be anonymous, and that responses collected would only be used for
research purposes of this case study. Interviews were conducted with the two former
presidents of NYCC and the current president of NYCC in order “to get a holistic
account to develop a complex picture” that helped identify many factors involved in the
case (Creswell, 2018, p. 182). Each of these individuals are familiar with NYCC’s
communications and marketing strategies.
NYCC Staff
In my steps to obtain access to the NYCC staff that included the Associate
Director of Marketing, Director of Admissions and the New and First-Year Student
Program Coordinator, who oversees the Tiger Team program, I communicated with
NYCC’s Vice President of Student Affairs whose division is responsible for supporting
the Tiger Team program, and the Vice President of Enrollment Management whose
division is responsible for supporting Admissions at NYCC. In addition, I contacted the
Associate Director of Marketing, who reports directly to me (the researcher), who is the
Executive Director of the Office of Public Affairs. Once IRB approval was granted, I sent
emails with letters of consent to the three staff members identified in request for their
volunteer participation in one-on-one interviews. Each participant was informed that their
identity would remain confidential, and that responses collected would only be used for
research purposes of this case study.
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Data Collection Procedures
Interviews with Students
The data collection process in this case study included a purposeful recruitment
and selection of NYCC students who are enrolled in the Tiger Team program, semistructured observations and interviews, documents, and visual materials (Creswell, 2018).
For this case study, I had planned to conduct two focus groups comprised of firstgeneration Latinx students who are currently enrolled in NYCC’s Tiger Team program;
however, due to the pandemic and scheduling conflicts, each student was interviewed
individually. After consulting with my committee mentor, I adjusted the structure of
questioning in order to meet with each student separately. The group of ten participants
was comprised of five new (first year at NYCC) students and five returning (second year
at NYCC) students. The researcher conducted these interviews between June 1, 2021 and
October 31, 2021. The researcher conducted each interview using a semi-structured
interview protocol to guide the conversation (See Appendix C). “…triangulation in
qualitative research can be important. Whenever you can demonstrate corroboration of
information you have obtained, you are on solid ground” Berg, 1998, p. 126). Each
interview was conducted using Zoom and was recorded through Zoom and Rev.
Responses from each participant were transcribed through the Rev servcie, coded by the
researcher and “analyzed using some systematic means” (Berg, 1998, p. 124) to identify
any recurring categories and themes. The researcher used Dedoose to store and conduct
the analysis. The researcher maintained confidentiality of participants to ensure “truthful
and free-flowing discussions during the course of the focus group” (Berg, 1998, p. 128).
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Participants were given the opportunity to review the transcriptions and provide
additional information.
Interviews with Leadership and Staff
Data collection for the interviews with current and former NYCC presidents
included a semi-structured interview protocol (See Appendix D). Interviews are an
effective method of collecting information, “particularly when investigators are interested
in understanding the perceptions of participants or learning how participants come to
attach certain meanings to phenomena or events” (Berg, 1998, p. 72). The interviews
were conducted using Zoom and were recorded on Zoom and Rev. Interview transcripts
were transcribed and coded to identify any recurring categories and themes. Interviews
with NYCC staff members also included a semi-structured interview protocol (See
Appendix E). The interviews were conducted using Zoom and were recorded on Zoom
and Rev. Interview transcripts were transcribed and coded to identify any recurring
categories and themes. The researcher used Dedoose to store and conduct this analysis of
the interviews. The researcher conducted these interviews between June 1, 2021 and
October 31, 2021. Participants were given the opportunity to review the transcriptions
and provide additional information.
Content Analysis
The researcher conducted a content analysis related to the creation and execution
of NYCC’s marketing strategies and campaigns between 2017 and 2020. Marketing
campaigns created to promote NYCC’s open houses and various pages of the NYCC
website, that included Admissions, were also analyzed. Other documents that were
reviewed included marketing budget reports that provide a breakdown of how NYCC
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allocated funds to identify marketing strategies using multiple media channels (Academia
Group and Glacier, 2020). A document protocol (Appendix F) provides a breakdown of
how documents were analyzed by document name, where it was acquired, date of
acquisition, date of document publication, purpose of the document, author/creator of the
document. This protocol provided the researcher with the opportunity to organize and
examine the relationship of the content to the case study.
Trustworthiness of the Design
Triangulation for this case study included “at least three independent measures” to
support the findings (Miles, et, al., 2014, p. 299). The multiple measures of qualitative
data to support the findings included data from interviews with Tiger Team students,
interviews with former and current NYCC presidents and interviews with NYCC staff
members. Other data collected for this case study included enrollment trends of Latino
students at NYCC from 2017 through 2020, and a review of annual marketing budget and
spending from 2017 to 2020. With triangulation the researcher was able to achieve
corroboration from these different sources, “which enhances the trustworthiness” of data
analysis (Miles, et al., 2014, p. 299).
Member checking was conducted when transcripts of each interview were shared
with each participant so they can review with full transparency to avoid any
misinterpretation by the researcher that could lead to going native or holistic fallacy
(Miles, et al., 2014, p. 294). Allowing participants to review transcripts provided
opportunities for participants to share additional information or provide clarification to
the researcher.
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Research Ethics
After receiving approval from the University’s Institutional Review Board (IRB),
the researcher emailed letters of consent (See Appendices D and E), along with copies of
the research proposal to the participants of this intrinsic case study. Letters of consent
were distributed to those who agreed to participate in the individual interviews that were
recorded using Zoom and Rev. All participants were informed that they may choose to
withdraw from the study at any time without explanation or penalty. Refusal to
participate or discontinue participation would not result in any penalty or loss of benefits
to which they were otherwise entitled. When collecting the qualitative data during the
individual interviews, administrators, staff and students were each given a pseudonym in
order to maintain confidentiality. “Explicit confidentiality agreements about where raw
data and analysis will be stored, and who will have access to them, probably enhance data
quality by increasing trust” (Miles, Huberman & Saldana, 2014, p. 63). For this case
study, the collected data was stored securely, with password protection, using the
Dedoose web-based platform.
Data Analysis Approach
For this intrinsic case study, I conducted interviews and analyzed documents to
interpret the experiences and perceptions of research participants to the recruitment
marketing efforts of NYCC. The researcher conducted direct recordings through Zoom
and the Rev app to collect content. The researcher used the Rev transcription service and
then reviewed the recordings in order to obtain a deeper understanding and to
contextualize the topics that were discussed in this case study. Once transcribed, the
researcher conducted a first cycle of coding “to initially summarize segments of data”
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(Miles, et al, 2014, p. 86). In the analysis of interview transcripts and documents, a threelayer coding system was developed using parent codes, child codes and grandchild codes.
These codes helped establish reliability in the study. The parent codes represented a
broad meaning in the qualitative data and were used across the research participants in
this study. Examples of parent codes used included: communications, channel/method,
college choice, campus climate, marketing, social dynamics, and recommendations (See
Appendix G). The child codes represented terms that offer more detail to help organize
the analysis of the data in this study. Examples of child codes used included: language,
messaging, diversity, imagery, and budget. The grandchild codes used in this study
provided more specific terms to describe findings in this study. Examples of these codes
include: brand awareness, recruitment, and retention, which are listed under “strategies.”
These codes will provide the preliminary frame to organize responses and content
analysis, “organizing the data by bracketing chunks (or text or image segments) and
writing a word representing a category” (Creswell & Creswell, 2018, p. 193). For the
second cycle of coding, I looked for key words and patterns to help build categories and
themes (Miles, et al, 2014). “Codes are primarily, but not exclusively, used to retrieve
and categorize similar data chunks so the researcher can quickly find, pull out, and cluster
the segments relating to a particular research question, hypothesis, construct, or theme”
(Miles, et al, 2014, p. 72). The researcher used Dedoose web-based platform to collect
transcriptions and develop categories for the analysis. Using Dedoose the researcher set
up variables for interview participants and the documents that were reviewed. Descriptors
were added into Dedoose to allow for the researcher to organize data with demographic
and categorical information gathered from the participants and documents in this case
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study. Descriptors for this case study included “role” “title/major” “ethnicity” “years at
NYCC” and “Ethnicity” which were used to organize data to inform the researcher about
perceptions regarding NYCC’s marketing efforts. Looking at the recurrences “making
contrasts, comparisons and counting” (Miles, et, al., 2014, p. 149) in the responses made
by each participant informed the researcher of the emergence of themes during the study.
The themes supported the research questions that were presented in this case study.
Researcher’s Role
As Executive Director of Public Affairs and a member of the administration for
NYCC, the researcher was able to obtain access to NYCC students, staff and other
administrators. The researcher applied for IRB approval with NYCC as a doctoral student
researcher to officially request permission to conduct my case study. The researcher
acknowledges personal biases that may be present and the need for “reflexive thinking to
be incorporated” (Creswell & Creswell, 2018, p. 183) into this case study. As Executive
Director of Public Affairs, the researcher oversees the department responsible for creating
and executing NYCC’s marketing strategies. The researcher of this case study has been
employed with NYCC since 2015 in the same role. The marketing staff member
(associate director of marketing) who was interviewed is a direct report to the researcher.
The researcher directly reports to the president of NYCC, which enabled him to have
direct access to NYCC’s leadership. With this in mind, this case study was considered a
“backyard” research approach (Glesne & Peshkin, 1992) since the researcher conducted
my study in the place of my current employment.
The researcher acknowledges this may cause confirmation bias, or lead to forming
a hypothesis or belief by dismissing evidence or filtering information that was collected
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and reviewed (Creswell, 2018). The researcher of this case study aimed to minimize these
biases by asking quality questions and remained aware and focused on sources of bias to
enable him, as the researcher, to obtain honest perspectives from respondents and ensure
that the completed research met the highest qualitative standards (Creswell & Creswell,
2018).
The researcher is also a first-generation Latinx college student who graduated
from a public community college; however, it was not NYCC, which is the institution
identified in this case study. The researcher’s experience in community college took
place at Mesa Community College in Mesa, Arizona, and it was primarily navigated
through his own discovery of marketing materials that included printed brochures and
viewbooks. The researcher had limited guidance from my high school when he selected
to attend Mesa Community College. College websites were not developed at the time of
the researcher’s community college experience.
As a member of the Latinx community, the researcher acknowledges this may
cause culture bias; however, the researcher avoided making assumptions about
motivations and influences that were based using a cultural lens (on the spectrum of
ethnocentricity or cultural relativity). The researcher showed unconditional positive
regard and was cognizant of his own cultural assumptions. As the researcher responsible
for interviewing the volunteering participants, he avoided using leading questions,
wording bias and question-order bias, as outlined in the interview protocols for the
interviews with students, former and current administrators and NYCC staff. Any
influences of biases that may exist in the researcher’s own values, ideology or work
affiliation were discussed and identified by the researcher and his mentor.
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CHAPTER 4
The purpose of this case study is to examine marketing strategies targeted at firstgeneration Latinx students at a New York City community college. By examining
marketing strategies and use of media channels, community colleges can determine what
factors encourage first-generation Latinx students to enroll in community college and
develop holistic approaches for creating impactful marketing campaigns aimed at
improving enrollment through recruitment and retention efforts. Furthermore, the
development of better marketing practices can provide further insight to community
colleges on how to allocate budgets to support the most effective manner of reaching the
first-generation Latinx student population. The practices can also be impactful to
enhancing students’ perceptions and trust that could also lead to improved student
retention and graduation.
For this case study, ten first-generation Latinx students from NYCC were
individually interviewed about their knowledge of NYCC’s marketing practices and their
perceptions of marketing efforts and their experiences at NYCC. Three members of
NYCC’s staff were also interviewed and included their marketing associate director,
admissions director and the coordinator of the Tiger Team Program, which caters to firstgeneration college students attending NYCC. Furthermore, NYCC’s former, long-time
president, former interim president and current president were individually interviewed
about their perception of NYCC’s marketing efforts and strategies. This chapter also
provides content analysis from various marketing documents, which include open house
programs and invitations and Tiger Team program communications which were
distributed from 2017 through 2020.
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Table 1
Description of Participants
Participants

Role

Title/Major

Sandy
Rachel

Years at
NYCC
2
2

Student
Student

Computer Science
Liberal Arts

Kylie
Kim
Kamila

1
2
2

Student
Student
Student

Juan
Isaac

1
1

Student
Student

Carrie

1

Student

Ana

1

Student

Yvonne

2

Student

Leslie
Renee

5
2

Staff
Staff

Regina

4

Staff

Tomas
Katherine

23
6

Leadership
Leadership

Terrance

2

Leadership

Ethnicity

Hispanic
Black,
Hispanic
Psychology
Hispanic
Nursing
Hispanic
Health Studies
White,
Hispanic
Art
Hispanic
Computer Science
Black,
Hispanic
Psychology
Asian,
Hispanic
Nursing
Black,
Hispanic
Computer Science
Black,
Hispanic
Admissions Director White
Tiger Team
Black
Program
Coordinator
Marketing Associate Black
Director
Former President
Hispanic
Former Interim
White
President
President
Black

Through the analysis three themes emerged within the context of the research
questions. The first major theme to emerge was the marketing influences impacting
decision to attend college. There were two sub-themes that surfaced – outside influences
impacting students’ choice to attend college, and effectiveness of marketing efforts. The
second major theme to materialize was prioritization of marketing, which is supported by
the two sub-themes: decision-making strategies by leadership and staff, investment in
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marketing. The third major theme to emerge from this case study was finding the balance
of marketing vs reality. This theme includes three sub-themes: perception of students,
perception of leaders, perception of staff.
Introduction to the Case
This is a case study investigating effective marketing practices at a community
college and its efforts to recruit first-generation Latinx students. The data collected
reveals multiple perceptions from college students, staff and leadership. The findings
show an absence of cohesion in the messaging and brand identity involved the creation
and execution of marketing campaigns to inform and recruit first-generation Latinx
students.
New York Community College, known for having one of the largest enrollments
among other colleges in New York City, has experienced a decrease in the number of
students, from 26,932 in 2017 to 22,496 students in 2020 (Office of Institutional
Effectiveness and Analytics, NYCC, 2020). Other factors affecting NYCC include
changes in leadership, budget decreases across the university system, and a COVID-19
pandemic which has impacted the lives of all students, faculty and staff.
Between 2017 and 2021, NYCC had three presidents who led the college, one
who served for more than 23 years, an interim president who served for two years, and
the current president who has been in leadership since March 2020. In 2017, NYCC’s
student enrollment was 26,932 and has declined since with enrollment numbers at 26,506
in 2018; 25,500 in 2019; and 22,496 in 2020. In 2020, demographics at the college have
recently shown the majority of students enrolled at NYCC identify themselves as
Hispanic (8,721; 33.8%), with other student populations at 7,152 (31.8%) identifying as
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Black; 3,130 (13.9%) identifying as White; 3,410 (15.2%) identifying as Asian; and 83
(0.4%) identifying as American Indian.
In addition, the budget for NYCC’s marketing department (Office of Public
Affairs) that is responsible for designing and executing marketing campaigns for
admissions, has also continued to decrease between 2017 (from $532,287) and 2020 (to
$276,000), posing additional recruitment challenges for NYCC.
Tiger Team is a cohort program that serves first-generation students who are
enrolled at NYCC. The program provides support through mentorship, workshops,
activities, special events, and community. Registered first-year NYCC students who selfidentify as first-generation college students are eligible for the program. Participants of
the program are selected through an application process.
The findings in this case study reveal conflicting visions and strategies in the
marketing efforts to promote NYCC and recruit first-generation Latinx students.
Theme 1: Marketing Influences Impacting Decision to Attend College
The first theme, influence from marketing in choosing to attend college, emerged
as student participants shared their stories about how marketing influenced their decision
to enroll in college and attend NYCC. Responses from the ten students, all enrolled in the
Tiger Team Program, which is designed to support first-generation college students,
offered insights on the influences affecting their decision to attend college, and more
specifically, NYCC. There were two sub-themes that surfaced – outside influences
impacting students’ choice to attend college, and effectiveness of marketing efforts.
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Outside Influences Impacting Students’ Choice to Attend College
Many students expressed different reasons for choosing to attend college and why
they selected NYCC. Marketing, social media, word-of-mouth, and high school
counselors were some of the influences that encouraged students to attend college and
enroll at NYCC.
The reputation of the university system and word-of-mouth were key influences
for Carrie, a student who is half Puerto Rican and half Vietnamese. She was born and
raised in Brooklyn. Carrie shared a negative experience that she had at another college
stating:
Well, I heard about it when applying for CUNY and, but the reason why I applied
is because my best friend told me, my previous college was scamming me into
paying too much money for tuition, and I should go into BMCC because it's like
really affordable and education is the same.
Carrie continued, “And it’s like hard to navigate applying to college by yourself,
but she helped me a lot with having the confidence to apply. Also, the website was very...
It has a lot of information, so it's good to look through it.”
Juan , a Latinx, art major from Brooklyn, also said the website was a primary
source of marketing which influenced his decision to attend college. Juan said, “I really
liked the vibe it gave. It was really open. It looked like a safe space. It looked
welcoming.” Juan said once he began attending NYCC, he found that the college’s
website mirrored the “vibe” that first attracted him to the college. Juan said, “I really like
the area a lot. The scenery is really nice. The people there too, that you see around there,
it's really nice. I like it.”
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If a first-generation student isn’t already considering college, sometimes students
can be exposed to college opportunities by high school counselors or teachers. Isaac, a
student born and raised in the Dominican Republic, first heard about NYCC during his
high school’s college fair, which included schools from the United States. Isaac made his
choice by following up on what he learned about NYCC and said:
Two years ago, I think it was, I went to a college fair made by my own school.
And I told my counselor that I was researching about some schools, and (NYCC) caught
my attention because of the location, by the programs. I did my research on internet and it
looked pretty interesting, and that's why I think of (NYCC).
Kim, a Latinx, nursing major from Queens, said she was also first introduced to
the idea of going to a community college by her high school counselor who happened to
have some marketing materials from NYCC. I learned about it through my high school
counselor. I was in high school, and we were introduced to many schools, but I did not
know anything about community colleges, and I didn't know we had community colleges
either. My goal was to head towards a four-year college but then I learned about NYCC. I
got a brochure from my counselor and I got all my information through there, which led
me to the NYCC website. And then I got more information. I talked to people and then I
had connections and I got to where I am today.
Ana, who is a first-generation college student in her 30s, said she dropped out of
school at the age of 17. She tried going to college after high school and dropped out after
the first semester. After years of going from job to job, Ana spoke to a friend about the
idea of going back to college, but said, “Oh, I just don’t want to be the oldest one in the
classroom.” Ana’s friend assured her that community college had students of all ages,
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and it prompted her to explore Google when she decided to look for a college to attend
and said:
I was Googling nursing programs, great nursing programs in New York City,
CUNY. I knew I wanted to go to a CUNY, and I started to look at the nursing
programs through there. And then I found that BMCC has one of the greatest
nursing programs. It brought me to their website. And then I was just looking
around, fishing around and they offer an evening program, which is perfect to me
because I work full time. That's another thing that sold me on the school.
Kamila, a second semester student originally from Caracas, Venezuela, has been
living in the United States for about 20 years. Like Ana, she was encouraged to attend
NYCC by a friend. Kamila’s friend, a former middle school classmate who attended
NYCC about five years ago, said, “BMCC's really good. They help you. They do so
many things for you.” It took Kamila a few more years to enroll because she wasn’t quite
ready to take on college life. Kamila is now a community health major and stated:
I started wanting to major in nursing and then many things happened during the
first semester with COVID and that sent me toward community health. I wanted to do
more, perhaps because I do want to teach and help people. I want to be out there in the
frontlines, helping people. But at the same time, I do want to teach others to take care of
themselves better. I'm doing this for myself, but I want to help people.
Family and cultural dynamics can influence a student’s decision to enroll in
college and pursue a degree. Some of the students expressed how their native culture and
family dynamics affected, and in some cases continue to impact, their decision to enroll
and graduate from college. While Carrie is determined to finish her education, she said
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opinions from other family members have continued to minimize the value and
importance of the pursuit of earning her college degree. She said, “Sometimes my family,
my extended family, they look down on college. They don't want to see me go to college
because it's a waste of time and money and stuff. Carrie shared pressures coming from
her family stem from the college experience that one of her family members had and
stated:
I'm not sure if it’s because they’re Puerto Rican, but my dad dropped out of
nursing school, and he had to raise a child very young. And so, my parents ended
up having more kids too and they didn’t go to college. And so, I guess that cycle
of struggle, really made them disillusioned by college because their priorities are
getting money now and not really investing in their future. I’m doing this for
myself and my future.
Ana said her parents also didn’t see college as an essential step to find a career
and build a future for herself. “My parents didn't really think of school. They didn't really
care if I went to college. I was old enough to work and pay the bills. That's what they
were really worried about.”
Most students who were interviewed in this case study shared the support they
were receiving from family and friends; however, Carrie and Ana revealed a lack of
familial support to attend college; however, personal determination and self-fulfillment
were key drivers in their decision to attend college. These and other outside influences
such as financial constraints, cultural pressures, and career aspirations played a role for
students when they decided to attend college, and specifically NYCC.
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Effectiveness of Marketing Efforts
The decision to attend NYCC varied for each student and their preference of
channel or method for receiving information about college events, open houses,
upcoming registration or financial aid deadlines also varied, but it leaned heavily toward
online or digital edvertising campaigns and communications through email and social
media (Figure 3). Marketing efforts to promote NYCC’s open houses included images of
diverse students; key words such as “explore,” “learn” and “meet;” and the availability of
financial aid and more than 45 associate degree programs.
Figure 3
2018 Fall Open House Digital Postcard
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Kylie, a Latinx, psychology major from the Bronx, said she appreciates the
versatility that social media offers in receiving and sharing information. Kylie stated,
“Since social media is more channeled to a new generation, we use it all the time. We’re
always on our phones and our devices. It’s easy to comment, share it, and ‘like’ it.”
Yvonne also likes the ease of using Instagram instead of the websites and said:
Because websites it’s like you have to go and click on it. You know what I
mean? When there’s Instagram, social media, you can show pictures and people
are already attracted by that. So, I think that's an easier way, easier access for
people to, and for me, myself too, I'd rather see the pictures because they keep me
really interested.
Isaac, who also prefers getting information through Instagram because he believes
there’s more value and honesty when students are sharing testimonials about NYCC. In
most cases, the students featured in these posts were interviewed and photographed by
the Office of Public Affairs, who utilized their quotes for a marketing campaign that
focused on the student experience (Figure 4). These selected students consented to be
featured on a social media ad and were not compensated.
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Figure 4
2021 Instagram Virtual Open House Post

Isaac said:
It’s because in social media, most of the people that make posts of NYCC are
actually students in the school. And you can trust more in that because they know
what they’re saying, not because they went to the school or they go to the school.
Juan also prefers Instagram and said he appreciates seeing Latinx students posting
about the college. Juan stated, “Seeing other Hispanics being at an area, it really attracts
me to go there and see the kind of people that I'm a part of.”
Email is the channel of choice for Rachel who said, “I prefer to receive a flyer
(pdf) in my email. I'm trying to lay back off of social media because I constantly waste a
lot of time on social media and I get unfocused.” Even though Kamila subscribes to
Instagram she enjoys the easy access to communications and promotions through email
instead of the social media channel. Kamila stated:
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I receive a lot of emails and I do read them because they give a lot of information.
So, it’s good to know what's happening out there from all aspects from the school. And I
do follow a couple of Instagram's accounts, like the center programs and the mentoring
program, but sometimes because of the algorithm and how the Instagram feed is set up,
you don't get to see posts right away, so you kind of miss them. With email,
communications are in your in box and you can find them more easily. So definitely an
email for me, preferably is the right way to go.
Not every student preferred digital platforms for receiving promotions or
communications about NYCC. Ana, who drives an hour to work after attending classes at
NYCC said she listens to the radio and would like to hear a promotion about NYCC on
the airwaves. Ana said:
With traffic, it takes me about an hour sometimes to get home and to come into
work. I don't see ads on the train. It’s mostly radio. I think hearing about it on the radio
would be, for a person like me who's possibly driving, would be a great way to hear about
NYCC.
Content analysis of documents which include invitations and programs from
NYCC’s Open Houses, between 2017 to 2020, offers a glimpse into the marketing efforts
aimed at recruiting students. Findings reveal that across that there is no specific mention
of first-generation students or the Latinx student population. Further, NYCC, a Hispanic
Serving Institution, only mentions a selection of its academic programs and student
support services while highlighting its location in Lower Manhattan. Imagery of the
college campus, students and New York City are visibly used in their printed materials to
promote NYCC to prospective students (Figure 5).
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Figure 5
2018 Spring Open House Digital Postcard

Imagery used by NYCC can influence a student’s perception of the institution, its
course offerings and its campus culture. Messaging can provide further encouragement
for students who are deciding whether or not to attend college. NYCC’s marketing efforts
do not include imagery or messaging that is targeted toward first-generation Latinx
students.
Theme 2: Prioritization of Marketing
The second major theme to materialize was prioritization of marketing, which is
supported by the three sub-themes: decision-making strategies by leadership, decisionmaking strategies by staff, financial investment in marketing.
The participants for this case study included a former NYCC President who
served as the college’s top administrator from 1995-2018; a former interim president,
who served as provost (2014-2018) then as interim president (2018-2020); and the
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current president of NYCC, who was hired in late-February 2020. Interviews also
included NYCC staff: the associate director of marketing, who has been at NYCC since
2017; the director of admissions, who has been employed with NYCC since 2017; and
the new and first-year student programs specialist and manager of NYCC’s Tiger Team
Program. Each of these participants was asked about marketing strategies and their
impact on student enrollment at NYCC. Findings from the one-on-one conversations
provided different perspectives that offer additional understanding of the decisionmaking process in the college’s marketing and communications efforts. Staff members
offered details about the marketing process and creation of campaigns that differentiated
from details offered by the college’s current and former leadership. Within the staff
members, there were a variety of ideas and opinions that illustrated dissimilarities in
marketing concepts and strategies.
Decision-Making Strategies by Leadership
Each of the participants who served in the leadership role at NYCC offered
different perspectives on the level of importance that marketing plays in the successful
operations of a college. The former NYCC president, Tomas, spent more than 23 years at
the college and became more involved in the long-term development of marketing efforts
during his tenure. The interim president, Katherine, had served as a member of the
administration for six years; however, during her two years as interim president she
focused primarily on building specific academic and support programs and was not as
involved in the college-wide marketing and branding efforts. The current president,
Terrance, who has been at NYCC for two years so far, was hired during the pandemic
when the college was mostly offering courses and services online. Most of the marketing
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during his tenure has focused on encouraging the use of COVID-19 protocols and
pivoting to online programming. The degree to which each participant was involved in
the creation and distribution of marketing efforts varied, however, they all agreed that
marketing is critical to building brand awareness for the college and for recruiting
students.
Former NYCC president, Tomas, said he was, “very much involved in the
recruiting and the marketing of the institution to ensure that the college was seen in its
best light and thus providing the college opportunity to recruit students that would benefit
from the institution. Tomas further explained the connection between marketing and the
business implications of leading an institution of higher education. Tomas stated:
The thing is that, and I think faculty probably object to the parallel that an
institution of higher education is not that dissimilar from a business operation. And if you
are offering a service and the service are directed toward a particular group of people,
then you have to make sure that they are aware and that you do everything possible to
make the college known. I feel that marketing is a vital responsibility of the
administration to ensure that not only does our students attracted, but its fiduciary
responsibility because obviously, you want to operate an institution which is
economically feasible. You can’t do that if you don’t attract students.
Former Interim President, Katherine, said although marketing is an important part
in promoting the college and recruiting students, she relied more on the expertise of the
Office of Public Affairs to manage college-wide marketing efforts rather than getting
involved in the particulars of creating campaigns to promote NYCC. Instead, Katherine
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said she would become more involved when internal marketing focused on academic and
support programs. She stated:
I mean, from the beginning, it [level of involvement] was pretty minimal. It was
more about if we were thinking about a specific program and thinking about
internal marketing, if you will, for recruitment for an academic program, let's say
there might be some involvement.

Katherine further explained that her involvement in college-wide marketing
efforts grew with time as did the marketing collaboration between the Office of Public
Affairs and the college’s Cabinet leadership. Before Katherine’s tenure as interim
president, the Office of Public Affairs was developing marketing campaigns with not
much creative input from members of the college’s leadership body. Katherine stated:
And what I sensed by the end of my time at NYCC was [that marketing] really
was about collaborative input, and that the role of Public Affairs was to come up with
some options. They first gathered thoughts [from Cabinet] as almost like a focus group.
And so, I feel like administrative leadership was there to provide thought partnership and
feedback, obviously not the details of design implementation. But that, in my view,
marketing communications is a whole college affair anyway. It’s absolutely critical for
say, a cabinet, understands a marketing strategy and a communication strategy so we're
all aligned with that.
NYCC’s current college president, Terrance, also agrees that marketing is an
important part in college operations; however, he says managing the message in
marketing efforts is even more critical when reaching, and connecting, with different
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populations. I think in my role that I’ve been pretty involved with marketing and
anything and everything related to marketing at a macro level and at a strategic level. I
always like to approach it from the student’s perspective. How is this message being
developed and how is it being received? Is it being received from the perspective that it
makes sense? We [the administration] need to do far more. Not just in terms of
marketing, but thinking about our messaging, thinking about how we communicate and
interact with the various communities that we serve. It’s not linear and it’s not monolithic
goals.
Colleges and universities have been known to spend millions of dollars on
marketing campaigns to recruit students and build brand awareness and stay competitive
with other institutions. NYCC has gone through various financial circumstances that have
impacted the amount of funds allocated to college-wide marketing. As discussed earlier,
the marketing budget for NYCC decreased from $532,287 in 2017 to $276,000 in 2020.
Each president provided different accounts on how marketing budgets were allocated
during their tenure.
Former President Tomas, who is Latinx, said financial investment in college-wide
marketing was essential for the recruitment of students. Tomas said:
It’s allocated through the administration, but obviously, it’s based upon a
philosophical perspective. I feel it’s an important part of the budget. While we
allocate a certain amount, whenever there was a need that was identified that
might enhance our opportunities to attract students and tell our story, then I look
for other resources as much as possible because I really don’t think that you
should be nickel and dimed for marketing operations.
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At the time Tomas served as president, the college’s student enrollment was
increasing and the college was growing financially, which provided more flexibility to
allocate funds toward marketing efforts. During her two-year tenure, Katherine said
NYCC’s budget situation changed as enrollment began to decrease. She said that budget
cuts were happening across many departments including marketing. Katherine said:
There was a time when NYCC was pretty flush from a budget perspective and
then that rapidly was changing over time. I mean, when I left at the end, there was
so much budget cutting that it wasn’t really about, “This recruitment and
marketing and communications element is really important and we’re going to put
everything we possibly can there.” It was more like, “What can we possibly cut?”
Katherine, a white woman, further explained that it was a strategic decision to
focus on keeping academic and student support programs running in order to help
students succeed. Katherine said:
I feel like strategically, we couldn't always line things up, maybe the way that we
might have wanted to if we are in a more perfect budget situation. I don't know
what the situation is now, but, for me as a president, my focus was always on
academic programs and student support programs. So those were going to be the
last ones that I cut.
The current president, Terrance, a Black male, said his experience of working in
health care and other higher education institutions has prepared him to examine
budgetary circumstances. Terrance said investing in marketing can be a challenge
especially when funding is tied to a larger, multi-layered entity. Terrance stated:
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Let me just say this that the budgeting process at this institution, which is part of a
larger organization, takes a different approach to budgeting, which I’m accustomed to.
I’ve worked in systems, but when it comes to understanding again, the significance and
importance, I don’t think that has translated into ensuring that there is appropriate
resource allocation. All too often, and I’ve worked in healthcare and in higher education,
the marketing, the public relations, the conferences, the travel, those are the first to get
cut and they’re the last to be funded. Yet, we’ve not leveraged the power and significance
of those type of functions in an institution.
Terrance acknowledged that NYCC’s enrollment is continuing to decrease and
allocating more funds toward marketing is not a guaranteed solution to the enrollment
problem, but it would help build brand awareness to expand the college’s reach toward
prospective students. Terrance stated:
I believe if we had an appropriately funded marketing communications budget,
and campaign or campaign supported by sufficient budget, our reach I believe,
would be far more productive in terms of connecting with the prospective student
populations that we need to connect with. All too often public relations and
marketing campaigns fall victim to the budget and whatever’s left over or
whatever we can squeeze out. It goes to the core of what is the value, what’s the
ROI [return on investment]?
The decline in enrollment will continue to be a factor for NYCC and other
colleges struggling to identify and execute marketing strategies that are both costeffective and impactful.
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Decision-Making Strategies by Staff
The creation and execution of marketing campaigns involve a collaboration
between divisions across NYCC and the Office of Public Affairs, which is responsible for
the college-wide communications, public relations and marketing efforts. One of the
primary collaborators with Public Affairs is Admissions Office. In their efforts of
recruiting students each semester and throughout the year, the Admissions Office hosts
open houses, orientations and information sessions for prospective students who are
interested in attending NYCC. The Admissions Director, Leslie, provided insight on the
decision-making process for creating marketing campaigns to recruit students to NYCC.
Leslie said even though the collaboration with Public Affairs is good, she said
there is still room for improvement. Leslie said:
I think what’s missing, which we need to really be collaborative about is meeting
at certain intervals. Maybe quarterly. Maybe meeting every year to think more in
advance. Public Affairs has a strategy and a communication plan of where our
advertising will be placed. But, our [Admissions] plan of creating effective
messaging and campaigns, still needs focus.
Leslie explained that part of the collaborative effort involves agreeing on the
identity of the college, the target audience, and how it should be presented through
marketing. Leslie said:
Who do we want to be? What do we want to show the public? What do we want
strategically? If our focus is going be young adult students, what do we want to
say to them? How do we want to present ourselves? Does that campaign even
extend to just what the school looks like or what banners we have out on the
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streets or what we’re saying to students when we interact with them? How does
our marketing campaign tie back to who we are and how we treat students every
day? I feel like there might be a disconnect there. I think just working closer
would be ideal.
Regina, who has been serving four years as the marketing associate director for
NYCC, agrees that the process of creating and distributing marketing campaigns and
materials is collaborative; however, strategies vary depending on the departments
involved in the collaborative effort. Regina said, “We work closely with the designers to
come up with creative campaigns, to make sure that we’re meeting our goals for
recruitment.” Regina also manages how funds are spent for marketing campaigns by
working with outside vendors on advertising placements that include digital, print, and
online advertisements. Regina said understanding the goals and objectives of each
campaign determine what the messaging will be and departments will provide guidance.
Regina stated:
We work with admissions, the department of enrollment management and their
teams to understand what their goals are for the school year, what they’re hearing from
students. And we always collaborate on what the visual and the messaging will be for the
campaigns each year.
Each NYCC staff member shared their opinions on ways NYCC needs to execute
marketing efforts to attract first-generation Latinx students. One staff member said there
is a need to expand marketing channels in order to cast a wide reach of students who are
viewing the marketing campaigns. Another staff member said the integration of cultural
references of the Latinx community would be beneficial to the marketing strategies. The
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third staff member said including Spanish in the messaging could result in more interest
from first-generation Latinx students.
Regina said:
We use a number of media channels of media mix to make sure that we’re
meeting people where they are, and speaking to them in ways that resonate with our
marketing mix, which includes: mobile marketing, digital videos, impact ads. Whether
social advertising, retargeting, email, marketing, and geofencing. You’ll also see our ads
on streaming services, like up to Univision. You'll see it on Hispanic language media like
Telemundo, or radio streaming services like KTU. And traditional media like El Diario.
So that’s how we reach first-generation Latinx students through those different
media that we know that students are using.
Leslie said Admissions used different strategies to connect with Latinx students
which included incorporating the importance of family (familia) into the outreach,
promotion and messaging efforts. Leslie said:
We created a webpage called, Familia, where we could house all of the family
information. Information for parents or caregivers or mentors or the adult person,
guardian, who’s working with student. And I wanted to call it Familia just
because I feel like it’s more than just for parents, right? It appeals to our large
Latinx population. It also appeals to the fact that family is more than just maybe
someone your blood related to. It’s this whole new definition of what it could be.
And it extends beyond the nuclear family. So, I thought we could really go with
that, but I feel like nobody really picked it up and went with it.
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The admissions team also decided to appeal to the parents of Latinx, and all other,
students. During an orientation event, Admissions created a presentation specifically
designed to inform parents about NYCC and its programs. Leslie said:
It was 10 things that every parent needs to know. And we did it in English and
then we did it in Spanish. We had somebody translate the entire presentation and then Jim
[pseudonym] presented it at an open house where we had an English-speaking panel and
a Spanish speaking panel. And I think that was successful, but we wanted to do it a
couple of times. We did it once and then COVID happened.
Leslie said the first time they made the presentation, they had about 30 parents
who attended. She said, “Going remote presented more challenges for us in reaching
parents. Now, I want to work more on the Familia webpage so we can hopefully reach
more Latinx students and their families.”
The collaboration between Admissions and the Office of Public Affairs has
resulted in a collective effort to identify strategies for reaching their audiences, which
include students and parents. The development of marketing strategies and tactics is more
isolated when it pertains to the promotion of the Tiger Team program.
Renee, who is the coordinator of the Tiger Team program which serves firstgeneration college students at NYCC, says marketing and communications is done
primarily through her office in collaboration with the Office of Student Affairs, which
manages the Tiger Team program. Renee says the program has a presence on Instagram
and it also uses its webpage to promote upcoming events and services; however, she says
a majority is done internally, under the arm of the Office of Student Affairs. Renee
stated:
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We do create our own marketing materials. We have a postcard, with what the
program is about and what it has to offer. The process of creating marketing
materials is me saying yes or no, or choosing if I like it. We also market through
emails, and I’m the one creating the emails, and it is reviewed, sometimes by the
communications manager for Student Affairs. So, he [communications manager]
will look at it before sending it out, on the behalf of the vice president for Student
Affairs.
Text messaging is another channel that Renee said is use to reach students who
are either already enrolled in the Tiger Team program or are eligible to join. Renee said:
We do send out text messages to students, telling them about the program,
inviting them to attend orientation, or information sessions. We also market to our
coaches, who are the mentors of the program, so we do recruit through email, we
go through the Academic Affairs pipeline, to get faculty in terms of other
administrators and staff.
Since the Tiger Team program serves all first-generation students, regardless of
their race or ethnicity, the marketing approaches taken by the program have not targeted
the Latinx student customer. In contrast, the collaboration between Public Affairs and
Admissions has resulted in some effort to address the Latinx community in the spirit of
recruiting and connecting with Latinx students. Renee said the marketing and
communications efforts made by the Tiger Team program have not directly focused on
the Latinx community. Renee said, “I don’t think we’ve ever posted or promoted
anything, that’s specific to first-generation Latinx students. Our efforts have focused
primarily on reaching all first-gen students.” During the month of November, the Tiger
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Team program promotes a first-generation college student week. Renee explained their
marketing strategy during November and said:
We post things targeted to first-gen directly; on facts, or tell them things about
successful first gen graduates, things to motivate them, like that type of stuff, and we try
to make so that we focus on different ethnicities. We try to put some variety there, not
just one group, so we do that, that's it, but nothing targeted to Latinx.
Renee said program outreach and promotion has not included the use of Spanish
language in their marketing and communications. In addition, Renee said Tiger Team
does not conduct any marketing analysis, to address the impact of its communication and
promotion efforts in the recruitment of first-generation Latino students. Renee said:
We haven’t specifically looked at groups, and how our marketing is affecting the
different groups, or if we’re getting more students, or what we need to change.
We haven’t looked at that strategy. So that’s, a big fault.
Renee says the Tiger Team program should take a closer look at the student
population who is being served by the program in order to build strategies that are more
targeted Latinx and other students.
Theme 3: Balance of Marketing vs Reality
The development of marketing campaigns prompted the use of different channels
(website, social media, email and digital advertising) and helped narrow which students
were being engaged; however, it also created a lack of cohesion in communications and
marketing efforts. Different visions from leadership and staff negatively affected the
consistency and seamlessness of NYCC’s marketing efforts. The goal for colleges is to
build and maintain a brand identity that will engage students and create a loyal following.
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The third major theme to emerge from this case study was the balance of marketing vs
reality. This theme includes three sub-themes: perception of students, perception of
leaders, perception of staff.
Perception from Students: Welcoming
When students were asked to describe NYCC in a few sentences, the responses
(Table 2) were positive and a variety of words and phrases were used including
“welcoming,” “diverse,” and “helpful.”
Table 2
Student Perceptions
Students
Sandy
Rachel
Kylie
Kim
Kamila
Juan
Isaac
Carrie
Ana
Yvonne

Years at
NYCC
2
2
1
2
2
1
1
1
1
2

Title/Major

Responses

Computer Science
Liberal Arts
Psychology
Nursing
Health Studies
Art
Computer Science
Psychology
Nursing
Computer Science

“Start Here. Go Anywhere.”
“Helpful”
“Opportunity”
“Diverse,” “Helpful”
“Welcoming”
“Welcoming”
“Diverse”
“Friendly”
“Opportunity”
“Start Here. Go Anywhere.”

Juan said, “It’s a welcoming enclosure that doesn't make you feel, I guess,
forced.” Kamila said, “It’s a welcoming school to anybody from any place, anywhere.
Yeah. It’s a very welcoming school from anywhere where you come from.”
Many of the students interviewed underscored the diversity of the college and
how helpful its faculty and staff are. Isaac said, “It’s a really diverse school with
associate degrees in a lot of majors, a lot of areas.” Kim said, “I would say it's very
diverse, meaning that I could find any type of people there and extremely helpful.”
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Rachel said, “A very helpful hand.” Carrie was very appreciative of getting assistance in
navigating through the process of enrollment, “It’s a very open and friendly place to start.
I don’t know what the right words, but it's accessible I feel, and it has a lot of resources I
feel they genuinely want to help you.”
Some students emphasized the word “opportunity” when they described NYCC.
Ana said, “I would describe NYCC as an equal opportunity college.” Kylie said, “I would
describe it as a wonderful school. I love the school. I think it’s a wonderful school and
it’s a great opportunity and you should take it.”
Two of the students also connected their description with the college’s slogan,
“Start here. Go anywhere” when describing the college. Sandy said, “[NYCC] is a perfect
place for Latina people. And I think everyone can go there and like they said, start here,
go anywhere. So that, that’s something I love it.” Yvonne said, “It is like taking first step
to your future goal. So, I mean like when you want to start something, you step there, you
step at [NYCC] because it can take you anywhere. And that’s why the motto comes from
like the "start here, go anywhere” and that they really live by that. They really represent
that. So.”
The perceptions from NYCC students, although different, were positive of NYC,
its community, and its services. The ten students who were interviewed all said they were
pleased with their choice to attend NYCC.
Perception from Leaders: Honesty
NYCC leadership shared their opinions and perceptions about how the college
presented itself to prospective students and the general public. Each participant shared
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their views on whether the college was, or is, being presented in a truthful and realistic
manner. Former President Tomas stated:
Our attempt was to portray the college as it was and to help individuals see
themselves as part of that community. So that I was always concerned about
ensuring that in our marketing and advertising, that we presented a diverse picture
of the institution because that’s what we were, and that was the population we
were serving. We tried to expand the knowledge that people had by how we
presented who we were. So, we were always looking for a way of ensuring that
the public was able to see who we were and what we meant to the community.
Tomas further explained that NYCC used data collected from enrollment numbers
that identified the breakdown of students. Tomas said, “We never tried to enhance it in a
way that was not truthful. And I know that there are institutions that do that. The data we
would use was real data. When we talked about the percentage of the students that were
from different groups, those were accurate data reported to us.” Tomas said the use of
authentic photography also played an important role in the marketing efforts for the
college. Tomas stated:
When we show pictures of our students, we always made sure that it showed an
environment of warmth and friendliness because we felt that students want to
come to an institution where they would feel comfortable and cared for and that
they could identify with those people that were there. And we never used like
some other institutions, actors in the process. We always used our own students to
portray our students in our ads.
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NYCC’s current president weighed in on his perception of marketing,
emphasizing the importance of tailoring campaigns to address specific student customers.
Terrance stated:
I think we are (presenting the truth about the college), but I think there's more that
we can and should do. As an institution and in general, we tend to focus on the
core student population, the recent high school grad, the younger person that goes
to college, but wait a minute. We have hundreds of thousands of adults with some
college, with no credential. Some of these campaigns may not necessarily appeal
to them, may not even reach them. We have, I don't know how many people that
can benefit from workforce development initiatives. What campaigns do we have
that are specific to that audience?
Terrance disclosed that NYCC recently renovated a campus facility located in
Inwood, to serve residents living in the Bronx, Washington Heights and other parts of
Upper Manhattan. He said marketing for the renovated facility requires tailored
messaging to build a connection with the communities in Upper Manhattan. Terrance
said, “That’s going to be its own unique marketing campaign that should be developing
consultation with the community, the new director of the facility, and its connection to
NYCC. One size doesn’t fit all.”
Interim President Katherine said the marketing efforts in representing NYCC in
an honest and truthful manner evolved during her tenure. Katherine explained how
discussions sometimes because very involved. She stated:
I think we got better about telling the truth in terms of really representing our
student population, and I remember these conversations too, sitting around the
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table asking things like, “Is this the right set of students that we want to show?”
“Are there enough Hispanic students or enough black students in this picture?” I
remember that conversation very explicitly. You have to have these conversations
in pretty stark terms.
Katherine said the conversations were very focused on presenting NYCC and its
diverse student body in an honest manner. She said, “I felt that we were reflecting the
student population in its best way, because we have these students. NYCC has these
student stars across race and ethnicity, and both groups of the students we are propping
up for good reason, I think.”
According to the current and former leadership of NYCC, while it is important to
present the college in the best light, it is just as important to be honest about the language
and images that are used to tell the college’s story. The former president and interim
president shared similar views on the need to present diverse, authentic and welcoming
images in NYCC’s marketing campaigns; and the current president said it is critical to
look at the different types of students being served so messaging and imagery are more
targeted to specific students and their interests.
Perception from Staff: Diversity
When describing NYCC, the college staff who were interviewed for this study
seem to have a consensus. Leslie said, “A large diverse urban community college.” Renee
said, “I would describe [NYCC] as a very diverse campus community. Regina said,
“[NYCC] is a diverse community of individuals who are committed to meeting the
mission of the college, and promoting public education for the New York City
community.”
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Showcasing the diversity of NYCC students through photography and imagery is
a tactic that the Office of Public Affairs uses with purpose says marketing associate
director Regina. Through document analysis of various promotional pieces that highlight
NYCC’s Open Houses and scanning various web pages on the NYCC website, Regina
confirmed that NYCC does not use stock photos or imagery for their marketing efforts.
They use photos of NYCC students, faculty and staff. Regina stated:
Well, we want to make sure that we showcase the diversity of our entire campus
community, not just our students but our faculty and staff. Because people want to
see people that look like them, and students want to be taught by people who look
like them. We showcase this diversity through imagery, on the website, through
our advertising and even when we’re filming videos and recording audio for our
radio ads. We want to be honest and authentic.
NYCC’s staff places emphasis on promoting the diverse student population
through its communications and marketing efforts. Regina said campaigns should do
more than showcase the diversity of students and the campus community. Regina stated:
We understand that education is not the only needs of our students. They have
personal issues, and needs that also need to addressed. So, we want to make sure
that in our marketing and advertising, that we’re also showcasing that we have
support services that are helpful to various populations. We have the food pantry,
and we offer financial aid and scholarships, and we have childcare. And we know
that these are all services that would benefit specifically, first-generation college
students and their families. And we make sure that we highlight that in our
advertisement to marketing outreach.
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Measuring the effectiveness of communications and promotion campaigns has
been done by the Office of Public Affairs through focus groups and surveys; however,
Regina says these measurements need to be done throughout the college and its
programs, like Tiger Team, in order to ensure marketing efforts are producing a return
through enrollment. Regina said, “Well, we know through the response of the students,
what we can do a better job of, which is doing more focus groups and surveys for
students, to make sure that the message that we’re trying to convey is being received.”
The assessment of marketing efforts in the recruitment of first-generation Latinx
students is a practice that is missing from the Tiger Team program, according to Renee,
the program coordinator. Renee also said she was unaware of any college-wide marketing
efforts that targeted Latinx students or the use of Spanish language on NYCC
advertisements, but said there is a need to focus on the Latinx population. Renee stated:
I don’t know if I've ever seen anything, posted in a different language. Does that
exist? Also, I don’t see many Latinx students represented on our web page. So, I don’t
know if we’re doing an effective job, especially if we’re not putting forward those
students into our program. Having interpreters, or people to explain things to students in a
different language; I don't think we have that either. Maybe that’s something we really
need to look into.
Leslie values the need to bring the diversity of NYCC to the forefront of
marketing efforts; however, she says the college should consider focusing more on the
cultural differences of students attending NYCC. Leslie said, I think we do a good job of
representing our campus and our students who are diverse. But, I think we could do better
job of appealing to the cultures.”
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Leslie offered an example of marketing practices from an institution where she
was previously employed before coming to NYCC. She said the college was very
intentional in having a diverse representation of students in their advertisements;
however, Leslie said the need to promote culture should also include communication and
messaging. Leslie stated:
You want to have an Asian person. You want to have a black person. You want to
have a person of color. You want to have someone who may be ethnically
ambivalent. But in your words, are you really capturing the culture of those
people? Are you just showing their faces? We do maybe a good job of showing
their races, but I don’t feel like we really, really appeal to the culture and the soul
of the people.
Leslie further explained how other institutions, with large marketing budgets, can
pay to produce quality print or video advertisements, like commercials, that create a more
captivating image of the college experience of students and show “cultural empathy.”
Leslie stated:
You feel like you want to almost sometimes cry. They’re [commercials] so
powerful. I feel like we could so do that. If we had more money, we could so do that.
Really capture the passion of different cultures and how monumental it is getting a degree
in certain cultures and the feeling that you’re the first one in your family to do that. I feel
like we feel like we show that we have Latinx students and African American students
and Asian, but we don’t really show what does that feel like to be like a member of that
particular group?
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The analysis of the collected data, including individual interviews with students,
staff and leadership and content analysis revealed that there is a consensus among all of
the participants in this case study that NYCC can, and should, do a better job of
marketing to first-generation Latinx students. The points of view shared by the ten firstgeneration, Latinx students who were interviewed for this study, offer insight into the
reasons why they chose to attend college, why they selected NYCC, and how NYCC’s
marketing reached them. All of these students also shared how their Latinx culture
influenced their decisions and why it was important for them to feel welcomed at NYCC.
This insight can offer NYCC’s staff and leadership with tactics and strategies that can
provide stronger, more cohesive marketing and communications across the college and at
all levels of academic and student support programming.
Conclusion
The data in this case study tells a story of a lack of cohesion in the messaging and
brand identity used in marketing campaigns to recruit first-generation Latinx students to
NYCC. The college has an in-house division that is responsible for developing and
managing the cohesiveness of the college’s marketing and communications efforts;
however, data shows that there is no clear marketing effort to focus on the needs of firstgeneration Latinx students who are wish to earn their degree at NYCC. Staff and
leadership have conflicting views on tactics and strategies that are essential for executing
successful marketing campaigns. Despite this, NYCC students who were interviewed for
this case study, are happy they chose to enroll at NYCC.
The analysis of the collected data, included interviews with ten first-generation
Latinx students, NYCC’s former and current leadership, and NYCC’s current staff from
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the college’s marketing department, admissions office, and first-generation student cohort
program, Tiger Team. Content analysis also included a review of digital and printed
documents used for recruitment marketing at NYCC and the NYCC website.
The first research question in this case study investigated the enrollment and
marketing trends at New York Community College and how stakeholders make sense of
marketing campaigns geared toward the first-generation Latino student population. The
analysis of data found that total enrollment at NYCC was decreasing since the 2017
spring semester when the college reported an enrollment of 25,352 (which includes fulltime and part-time students), to 22,496 students in the 2020 fall semester. During that
time the enrollment of Hispanic students also decreased between 2017 to 2019, from
11,236 Latinx students in 2017 to 8,721 Latinx students in 2020, according to reports
from NYCC’s Office of Institutional Effectiveness and Analytics. Marketing efforts
across the college were also hindered due to budget cuts which caused NYCC’s
marketing budget to drop from $532,287 during the 2017-2018 academic year to
$276,000 in the 2020-2021 academic year. Despite the decrease in budget, the Office of
Public Affairs managed to create and distribute marketing campaigns which included the
promotion of open houses, orientation and various events to attract prospective and
current students.
The onset of the COVID-19 pandemic also triggered a change in focus on the
marketing efforts of NYCC prompting a focus on the importance of following COVID-19
protocols and the college’s online academic and student support services. The Office of
Public Affairs has been identified as the division responsible for creating and managing
NYCC’s communications, marketing and branding efforts across all the college;
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however, some internal communications and marketing efforts have been implemented in
isolation causing a lack of cohesion in messaging and brand identity. Tiger Team is a
cohort program that serves first-generation students who are enrolled at NYCC. The
program provides support through mentorship, workshops, activities, special events, and
community. Registered first-year NYCC students who self-identify as first-generation
college students are eligible for the program. Participants of the program are selected
through an application process.
First-generation Latinx students from the Tiger Team program conveyed their
reasons for choosing to attend college, and more specifically NYCC. Factors which
influenced these students to enroll at NYCC included guidance from high school college
fairs, word-of-mouth recommendations from friends, familial and cultural dynamics and
personal fulfillment. All students who were interviewed said NYCC was the best choice
of college for them.
The second research question in this study investigated the factors influencing
NYCC administrators’ the decision-making processes in their recruitment of Latinx
students. The analysis of data found that former and current leadership of NYCC agree
that marketing is essential for the recruitment of students to the college. Their strategies
for executing marketing efforts varied, primarily due to the differences in budgetary
conditions that each leader was responsible for allocating toward marketing across the
college. The former president, who was at NYCC at the height of enrollment and
budgetary conditions was open to allocating a lot of funds toward the creation and
placement of NYCC marketing campaigns. The former interim president was seeing the
decrease of enrollment and budget cuts across the college, causing a decrease in funds

94

toward college-wide marketing efforts. The current president is still absorbing the
continued decrease in enrollment and budget cuts across the college; however, his
strategy is to focus more on the communications and messaging that comes out of NYCC
to prospective and current students.
In contrast, NYCC staff from the Office of Public Affairs, Admissions and the
Tiger Team program offered different strategies for creating and distributing effective
marketing efforts. The marketing associate director finds cost-effective opportunities to
promote NYCC across different platforms while working in collaboration with
departments, which include Admissions. The marketing associate director identifies
various channels, including digital signage on subway platforms, social media
(Instagram, Facebook and LinkedIn), and website advertisements in order to allocate
funds that will result in a broader reach of prospective students. The director of
admissions offers enrollment data which is used to create impactful marketing campaigns
for student recruitment. Admissions collaborates with the Office of Public Affairs to
develop marketing efforts across many channels to expand its audience reach. The Tiger
Team program creates and distributes its own marketing campaigns which include their
own messaging but still using NYCC’s brand identity and imagery. The analysis further
found that all NYCC staff agreed that improvements can be made to effectively
communicate to and promote first-generation Latinx students using Spanish language in
marketing materials, references to the Latinx culture and imagery.
The third research question in this case study investigated how Latinx students’
perceptions of NYCC’s recruitment efforts vary and to what extent are they aligned with
NYCC’s brand and identity. First-generation Latinx students from the Tiger Team
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program perceived NYCC’s marketing efforts to be informative and representative of the
diverse student population. They also communicated their preferences of channels and
methods for receiving marketing and communications, which included social media, as
the most preferred, followed by the NYCC website and email. The students’ perceptions
of NYCC varied but described the college as “welcoming,” “diverse,” “helpful,” and an
“opportunity.” Their perceptions differed from those of the NYCC leadership and staff
who described the college as “diverse” and also acknowledged their honest approach to
building and maintaining NYCC’s brand and identity.
The importance of presenting NYCC in a positive light was seen as essential by
both the college’s former and current leadership and the NYCC staff. The leadership
agreed that presenting the college in an authentic and truthful manner while showcasing
its diverse student population, is vital to reaching broader student audiences and making
them feel welcomed. In addition, targeted messaging that addresses the financial, culture
and emotional needs of students is also important in college-wide marketing efforts,
according to NYCC’s former and current leadership and current staff.
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CHAPTER 5
This case study examined marketing strategies targeted at first-generation Latinx
students at a New York City community college. This study examined the perceptions of
first-generation Latinx students, college leadership and college staff to the NYCC’s
edvertising (DiMartino & Jessen, 2018) and marketing efforts across various media
channels, and their impact on student recruitment. This chapter addresses the three
research questions on their connection to the theoretical framework used for this case
study. The first research question in this case study investigated the enrollment and
marketing trends affecting a New York Community College and how stakeholders make
sense of marketing campaigns geared toward the first-generation Latinx student
population. The second research question in this study investigated the factors
influencing NYCC administrators’ the decision-making processes in their recruitment of
Latinx students. The third research question in this case study investigated how Latinx
students’ perceptions of NYCC’s recruitment efforts vary and to what extent are they
aligned with NYCC’s brand and identity.
This case study included a review of the literature that provided evidence of the
importance of marketing (Silk, 2006) in higher education and its vital role to help ensure
the success of an institution’s ability to attract students and to help build relationships
between current students, alumni and other key stakeholders including faculty and staff
(Saunders & Serna, 2004; Dennis, Papagiannidis, Alamanos, & Bourlakis, 2016;
Guilbault, 2016).
Successful marketing is best executed when the customer (Guilbault, 2016) is
clearly identified, and the customers’ needs are identified and addressed. By having a
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deep understanding of the perceptions of first-generation Latinx college students,
community colleges can develop recruitment marketing campaigns that will resonate with
and retain Latinx students and advance equity, inclusion and diversity among higher
education institutions. In addition, information gathered from this case study will also
inform community college administrators and marketing staff on decision-making
strategies when developing marketing campaigns and advertisement spending.
The theoretical framework for this case study involved a combination of concepts
including Francis Aguilar’s (1967) PESTLE (Political, Economic, Social, Technological,
Legal, Environmental) Analysis, Weick’s (1995) Sensemaking Theory, and Tara Yosso’s
(2005) Community Cultural Wealth. The framework includes the use of the term
“edvertsing,” coined by researchers DiMartino & Jessen (2018) who define edvertising as
“the combined practice of marketing, branding, and advertising in education,” (p. 4).
The data analyzed in this case study included interviews with ten first-generation
Latinx students enrolled in NYCC’s Tiger Team program, NYCC’s former and current
leadership, and NYCC’s current staff from the college’s marketing department,
admissions office, and first-generation student cohort program, Tiger Team. Content
analysis also included a review of digital and printed documents used for recruitment
marketing at NYCC and the NYCC website. Analysis of the data revealed an absence of
cohesion in the messaging and brand identity involved the creation and execution of
marketing campaigns to inform and recruit first-generation Latinx students.
Analysis of the data collected uncovered three key findings that emerged from
themes as a result of testimonials shared by first-generation Latinx students, NYCC’s
former and current leadership, and current staff. First, a mix of outside influences
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(familial, financial and cultural) and marketing efforts (word-of-mouth, digital
advertising, social media and website) emerged as student participants shared their stories
about how marketing influenced their decision to enroll in college and attend NYCC.
Second, there are conflicting visions and strategies in marketing efforts from college
leadership and staff to promote NYCC and recruit first-generation Latinx students. Third,
perceptions from first-generation Latinx students, although positive, differ from the
perceptions of NYCC’s leadership and staff on how NYCC represents itself to
prospective and current students, causing a differentiation in sensemaking (Weick, 1995)
which contribute to the absence of cohesion in messaging and brand identity.
Interpretation of the Findings
Research Question #1
The first research question in this case study investigated enrollment and
marketing trends at New York Community College and how stakeholders make sense of
marketing campaigns geared toward the first-generation Latinx student population. The
analysis of data found that NYCC’s student enrollment was 26,932 in 2017 and it has
continued to decline since then with enrollment numbers falling to 26,506 in 2018;
25,500 in 2019; and slightly more than 22,000 in 2020. (Office of Institutional
Effectiveness and Analytics, NYCC, 2020). In addition, budgetary cuts have been
implemented across the university system in which NYCC is among one of its
institutions. In fact, the budget for NYCC’s marketing department (Office of Public
Affairs) that is responsible for designing and executing marketing campaigns for
admissions, has also continued to decrease between 2017 (from $532,287) and 2020 (to
$276,000), posing additional recruitment challenges for NYCC.
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Prior to 2017, NYCC was on a steady incline of its enrollment; however, these
economic and socio-cultural (Aguilar, 1967) factors have hindered NYCC from further
enrollment and profit growth opportunities. In addition, the outbreak of the COVID-19
pandemic in 2020 was an environmental factor that impacted NYCC’s ability to attract
students (consumers) who were interested in obtaining an education (product) (Morrison,
2013 p. 65). The COVID-19 pandemic exposed, and continues to expose, social issues,
such as poverty, food insecurity, and low access to education, especially among Black
and Latinx populations who were impacted in greater numbers. NYCC saw an increase
in the use of its food pantry by all students when the pandemic first surfaced. In addition,
as the college pivoted to providing classroom instruction and support services online and
across virtual platforms, the college needed to maximize its communications and
marketing efforts across social media platforms and the website, which were the most
cost-effective. A majority of the communications and marketing focused on COVIDrelated information, like safety and health protocols (washing hands, wearing a mask, and
social distancing), rather than promoting new academic programs or support services.
These external factors play a role in the college’s “business planning” efforts to
identify targets for growth; “marketing planning” to help identify potential customers
(students), demands and supply (support services); “product development” (course
offerings) to make the decision to enter or leave an area of product creation; and
“organizational change” to identify potential opportunities for growth or the needs to
adjust training skills and technology to improve business (Morrison, 2013, p. 68-69). In
today’s world, change is certain, and it is progressively happening more often. Rapid
change can easily lead to financial, environmental, and social conflicts. Effective college
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leaders must prepare for this conflict so that change can be managed in a mindful way,
and the needs of all stakeholders (students, faculty, staff), including the institution itself,
are respected and heard. Furthermore, effective college leadership should be prepared and
willing to learn something new every day—and to use that information to become better
strategists and managers to build a better learning and working environment at the
institutions they serve. NYCC’s former president, who served during the college’s prime
when its enrollment and budget were growing steadily, shared how he approached
marketing as an essential part of running the college like a business. In contrast, the
former interim president and current president shared their strategies for stretching the
college’s funds to address programmatic needs while trying to allocate some funds
toward the college’s marketing efforts.
Research Question #2
The second research question in this study examined the decision-making process
and strategies used by NYCC administrators and staff to recruit first-generation Latinx
students. The analysis of the data found that there were differences between marketing
strategies identified by NYCC staff members who work in the marketing, admissions,
and the Tiger Team program. The associate director of marketing for NYCC identified
strategies used to maximize funds by seeking out media channels with a broader reach of
consumers (students) and collaboration with the admissions office to develop marketing
campaigns for target audiences (students). Strategies included social media, digital
advertisements and some Spanish-language marketing. The admissions director also
shared the importance of collaborating with the Office of Public Affairs, which is
responsible for managing the college’s marketing efforts, to have consistent messaging
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and brand identity in their recruitment efforts. In contrast, the coordinator of the Tiger
Team program said that recruitment efforts of first-generation students were created and
distributed in isolation and not in collaboration with the Office of Public Affairs.
Furthermore, the program coordinator shared that marketing strategies and campaigns
were developed and approved by the Office of Student Affairs.
Prospective college students look to edvertisements (DiMartino & Jessen, 2018)
to make sense (Weick, 1995) and decide upon attending college and select an institution.
Advertising can create an image of success that encourages prospective students to see
themselves represented. Former and current leadership of NYCC said the availability of
funds were the main justification of how strategies were aligned across college
departments, including the Office of Public Affairs. The former president, Tomas, who
served while student enrollment was increasing and the college was growing financially,
said he had more flexibility to allocate funds toward marketing efforts. The former
president also said that the diverse representation of the student body was critical to
presenting the college in an honest and truthful manner. As enrollment began to decline,
marketing strategies had to be adjusted since funds were being decreased across the
college. The former interim president, Katherine, who served at the beginning of the
enrollment decline, said the focus shifted to supporting specific academic and support
programs financially, rather than broader college-wide marketing and branding. The
former interim president also agreed that showcasing the college’s diversity was an
essential part of presenting NYCC in a positive and honest manner. The current
president, Terrance, entered the college at the beginning of the COVID-19 pandemic, and

102

said marketing strategies are focusing more on messaging and communications to
segmented audiences (students) rather than broader college-wide marketing efforts.
For colleges developing recruitment marketing campaigns, sensemaking is “about
plausibility, pragmatics, coherence, reasonableness, creation, invention, and
instrumentality (Weick, 1995, p. 57). Budgetary constraints had an impact on NYCC’s
ability to maintain cohesive marketing across the college. Furthermore, sensemaking
about college edvertisements “takes a relative approach to truth, predicting that people
will believe what can account for sensory experience but what is also interesting,
attractive, emotionally appealing, and goal relevant,” (Fiske, 1992, p. 879). College
marketing focuses promoting the achievement of goals which may appeal to a student’s
psychological, social, and economic aspirations, rather than their psychological, social,
and economic realities. This strategy positions a college through imagery, appealing to
what they (students) want to become. Ultimately, value is what college students want to
receive. If students believe a college provides them with valuable services to help them
achieve their goals, they are more likely to become emotionally connected. According to
former and current leadership of NYCC the representation of the college remains diverse
and honest, which builds trust between prospective students and the college.
Research Question #3
The third research question in this case study investigated students’ perceptions of
NYCC and its efforts to recruit and retain first-generation Latinx students. Ten firstgeneration Latinx students who are enrolled in NYCC’s Tiger Team program were
interviewed and shared their perceptions of NYCC. In addition, content analysis of
marketing materials that included digital postcards promoting NYCC’s open houses
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provided the basis to compare perceptions of the students in relation to the college’s
promotion efforts.
The analysis found first-generation Latinx students from the Tiger Team program
perceived NYCC’s marketing efforts to be informative and representative of the diverse
student population. They also communicated their preferences of channels and methods
for receiving marketing and communications, which included social media, as the most
preferred, followed by the NYCC website and email. The students’ perceptions of NYCC
varied but described the college as “welcoming,” “diverse,” “helpful,” and an
“opportunity.” Their perceptions differed from those of the NYCC leadership and staff
who described the college as “diverse” and also acknowledged their honest approach to
building and maintaining NYCC’s brand and identity. The differences in perceptions
between students and the college’s leadership and staff provide insight on the
prioritization of factors that students consider important when choosing an institution to
attend, rather than the image that a college is trying to present. In addition, students
placed more weight on student testimonials being used as part of the college’s marketing
efforts, because they offer a better sense of the campus community and type of students
who are enrolled at NYCC.
Through sensemaking (Weick, 1995), prospective college students rely on their
cultural and familial backgrounds and influences that have impacted their life experiences
during their education prior to deciding whether or not to attend college. Using this
retrospective lens NYCC students were able to decide whether or not to go to college and
which college to attend. Through sensemaking (Weick, 1995) NYCC’s marketing efforts
encourage students to become active in their pursuit of a degree and ultimately a career.
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Students utilized their aspirational capital, familial capital and social capital (Yosso,
2005) to connect with NYCC’s recruitment marketing efforts through various channels
(social media and digital advertising) which were considered informative and diverse.
NYCC first-generational Latinx students shared similar anxieties and needed to acquire
aspirational capital, familial capital and social capital (Yosso, 2005), to remain positive
and resilient when challenged with the inexperience of navigating college life. The need
for familial capital was especially apparent among each student interviewed who shared
that they were the first in their family to attend college. In some cases, their families did
not actively encourage them to pursue a college degree.
Relationship Between Findings and Prior Research
Marketing Influences Impacting Decision to Attend College
The first major finding was the impact marketing efforts (word-of-mouth, digital
advertising, social media and website) had on student participants who shared their
stories about their decision to enroll in college. For NYCC, competition from other
colleges and the COVID-19 pandemic have created challenges in student recruitment and
the college’s ability to reach students, specifically first-generation Latinx students.
Through discussions with administrators and staff, it was revealed that NYCC
needed to find ways to position itself and its services in the most effective manner to
capture the attention of prospective students. The positioning of the services, the courses
and the learning experience are “the unique selling proposition for the product” (Silk,
2006, p.4). As it was discussed in Chapter 2, colleges must distinguish themselves and
separate from competitors by finding ways to promote their unique features, which may
include courses, support services, or their physical location. NYCC has continued to
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feature its diverse student body and its location in Lower Manhattan has tempting factors
for enrolling; however, to attract first-generation Latinx students NYCC needs to exercise
the segmentation of potential customers. Past research has founded that segmentation can
help colleges “determine the most appropriate way to describe and differentiate
customers” (Silk, 2006, p. 5), in a manner that will address cultural, social and familial
needs of first-generation Latinx students. The most widely used categories are
demographic, geographic and lifestyle; and when combined these categories help
describe a customer’s (student’s) behavior or relationship with a product or service (Silk,
2006), which can be used to create meaningful recruitment materials to attract specific
students (customers). NYCC highlights its location in Lower Manhattan and the student
lifestyle in most of its marketing materials; however, many of NYCC’s first-generation
Latinx students come from other areas of the city which cater to different cultures and
lifestyles. Using these elements in student recruitment marketing campaigns can help
create a defined segmentation of potential customers who are first-generation Latinx
students.
In addition, through the data analysis, the findings also unveiled NYCC’s strategy
to cast a wider net when promoting the college without considering market orientation
(Kohli & Jaworski, 1990) as a strategy to measure temperament of NYCC’s faculty and
staff, and customers’ (students’) attitudes and behavior. The implementation of a
marketing concept to target first-generation Latinx students was missing from NYCC’s
strategy and the marketing concept was not implemented across all college entities, as it
was discovered when the coordinator of the Tiger Team program shared that marketing
efforts for the Tiger Team program were created and approved separately from NYCC’s
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college-wide marketing efforts. A market-oriented organization is one whose actions are
consistent with the marketing concept” (Kohli & Jaworski, 1990, p. 1), and NYCC did
not adopt this practice in its marketing efforts. Past research has revealed “a market
orientation is not solely the responsibility of a marketing department” (Kohli & Jaworski,
1990, p. 3) it involves participation from various departments of the college
(organization) to effectively meet the needs of the students (Kohli & Jaworski, 1990).
Even though NYCC’s Office of Public Affairs is engaged with the Admissions Office, it
must find ways to include enrollment management, registrar’s office, student affairs, and
human resources in to build a cohesive brand and messaging for internal (current
students) and external audiences (prospective students).
This case study supports past research by Montalvo (2012) which revealed the use
of social media as a critical recruitment and retention tool used by colleges that outperformed many schools when compared to print, radio and television advertising.
“Social media are widely used by college students from diverse backgrounds and provide
an effective, low cost means of disseminating information for recruitment and retention
purposes” (Montalvo, 2012, p. 248). Data analysis in this study uncovered NYCC
students preferred using social media platforms, like Instagram, as a main source to
obtain information about the college. Some NYCC students also shared their preference
of using email as a way of obtaining promotions and communications from the college.
This is supported by testimonials gathered during one-on-one interviews.
Prioritization of Marketing
The second major finding was conflicting visions and strategies in marketing
efforts from college leadership and staff to promote NYCC and recruit first-generation
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Latinx students. Advertising offers institutions the opportunity to cast a wider net for
capturing the attention of prospective students who may not be aware of the programs or
learning experience offered at an institution. This case study revealed NYCC was
experiencing a decrease in student enrollment along with budget cuts and the onset of the
COVID-19 pandemic. These factors caused NYCC to pivot its prioritization of marketing
efforts, resulted in different strategies.
Many students who are preparing to attend college consider doing their own
research to find which college is the best fit for them. College websites have become the
first introduction for students who are learning about a college for the first time. This case
study supported many factors presented by past research conducted by Glacier and
Academic Group (2020) which discovered that 70% of high school seniors surveyed most
commonly used institutional websites to research which colleges are the best fit for them;
and social media platforms were used by 50% of high school seniors. While NYCC
followed these tactics, the college also utilized traditional marketing approaches
including digital postcards and brochures to promote college open houses which were
shared by high school counselors. NYCC students found these efforts to be effective;
however, they said there was nothing (image or language) to indicate purposeful
recruitment of first-generation Latinx students.
In 2020, the COVID-19 pandemic caused colleges to move their recruitment
efforts to live streaming or virtual platforms, removing the in-person experience of
college visitations and adjusting how colleges conduct recruitment. Past research showed
some colleges struggling with enrollment consider revisiting their marketing strategies to
possibly invest more money to develop marketing campaigns to maintain customer
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satisfaction Guilbault (2016). Past research Guilbault (2016) also found recruiting new
students may require more time and money than ensuring current students are satisfied
with the service to remain long-time patrons to eventually graduate from the institution
and become alumni who donate and advocate for the institution. “Students persisting to
completion of their educational goals are a key gauge of student success, and therefore
institutional success. So, students should be viewed as customers” (Guilbault, 2017, p. 2).
Prior studies further stress the importance of adopting a market orientation (Kohli &
Jaworski, 1990) and customer orientation (Guilbault, 2016) to mobilize effective
marketing efforts. For NYCC to adopt a market orientation and customer orientation
requires a marketing strategy that includes a better understanding of the Latinx culture, its
growing population, finding the best ways to address the needs of the first-generation
Latinx college student, and in a cost-effective manner. The COVID-19 pandemic has
exposed social issues, such as poverty, food insecurity, and low access to education
among people of all socioeconomic backgrounds and ethnicities, especially Black and
Latinx populations. These factors have brought on changes to the marketing environment
and the marketing landscape forced businesses, including colleges, to develop a strategic
alertness pre-, during-, and post-pandemic. However, NYCC continued to operate under
the same financial structures (with a decreasing budget and declining student enrollment)
that were in place prior to the pandemic, limiting NYCC from developing marketing
strategies to target markets that include first-generation Latinx college students. This case
study supports past research which encourages using proper customer segmentation (Silk,
2006; Guilbault (2016) that considers how the pandemic affected the learning
experiences, financial burdens, family dynamics and health situations of Latinx students.
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Balance of Marketing vs Reality
The third major finding from this case study was the perceptions from firstgeneration Latinx students, although positive, differed from the perceptions of NYCC’s
leadership and staff on how NYCC represents itself to prospective and current students,
causing a differentiation in sensemaking (Weick, 1995) which contribute to the absence
of cohesion in messaging and brand identity. Past research by Mourad, Ennew & Kortam
(2011) concluded “the brand is a significant influence on the selection of a university” (p.
415). For students in this case study, awareness of NYCC was created by word of mouth
and promotion, but the institution’s image was created by the college’s efforts to create a
brand personality, social image and positioning in the competitive market with the use of
photography and messaging. When comparing the advertising and marketing efforts to
their experiences on the NYCC campus, students of this study described NYCC as
“welcoming,” “diverse,” and “helpful.”
This study supported past research which emphasized the importance of
presenting brand equity, such as NYCC’s attributes like its diversity can help firstgeneration Latinx students secure their choice in a college by minimizing the social risks
associated with attending college. (Mourad, et al, 2011, p. 405). This case study was also
supported by past research (Roderick, Coca, and Nagaoka, 2011) which some of NYCC’s
Latinx students are not in a “college-going climate…to which adults within the high
school (or home) created an environment that promotes norms for college attendance and
provides the information, resources, and supports students need to effectively navigate
college search and application” (Roderick, Coca, and Nagaoka, 2011, p. 199).
Furthermore, this case also found that first-generation Latinx students faced the challenge
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of comparing the services offered by different colleges while attempting to balance price
and quality. These factors were reasons by students in this case study felt NYCC was the
best fit and met their academic, financial, social, and familial needs as first-generation
Latinx college students. (Saunders & Serna, 2004). “The ability of first-generation Latino
college students to create, negotiate, and sustain social networks influences the college
experience” (Saunders & Serna, 2004, p.160). Colleges can help create intentional social
networks for Latinx students to meet others which will not only help to promote social
capital, it can also leads to the development of a genuine community of peers who share
similar cultural and familial backgrounds, experiences, goals, and obstacles. For firstgeneration Latinx students, having a community of like-minded peers can enhance their
learning experience and facilitate more social interactions which can lead to an increase
in support networks (friends, mentors).
Effective marketing and communication to first-generation Latinx students can
provide a stronger connection to enhance the learning experience in college. NYCC can
learn from student experiences to build effective marketing strategies by segmentation
(Silk, 2006) focusing on community cultural wealth (Yosso, 2015) while embracing the
learning experiences of Latinx students who are currently enrolled in college.
Limitations of the Study
Due to the nature of a qualitative, intrinsic case study (Stake, 1995), the small
sample size may limit the external validity of the findings. In this case study, a specific
institution was researched and comparing more than one institution may enrich the
findings for the study to understand effective marketing practices in a broader context.
“The more the intrinsic interest in the case, the more we will restrain our curiosities and
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special interests and the more we will try to discern and pursue issues critical to the case”
(Stake, 1995, p. 4).
Another limitation in this study is the purposeful and deliberate sampling. The
sample of student participants was chosen through purposeful and deliberate sampling,
since all participants were from the Tiger Team program, which is one of many support
programs available to all students, including first-generation Latinx students, at NYCC.
Selecting a broader sample of student participants, perhaps even student alumni from the
Tiger Team program, would provide a deeper understanding of students’ perceptions of
marketing efforts by NYCC.
A third limitation in the study is the purposeful and deliberate sampling of
leadership and staff who were interviewed. Since the researcher, who is employed as one
of the administrators of NYCC, facilitated the individual interviews, it may have had an
influence on participants’ responses because of the personal relationship to the
researcher. However, all participants (students, leadership and students) were fully aware
that they were not going to be penalized for the responses or their willingness to
participate in the study.
The researcher, who is a first-generation, Latinx student and a member of
NYCC’s administration, acknowledges that his relationships and affiliation may cause
confirmation bias, or lead to forming a hypothesis or belief by dismissing evidence or
filtering information that was collected and reviewed (Creswell, 2018). The researcher of
this case study aimed to minimize these biases by asking quality questions and remained
aware and focused on sources of bias to enable him, as the researcher, to obtain honest
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perspectives from respondents and ensure that the completed research met the highest
qualitative standards (Creswell & Creswell, 2018).
Recommendations for Future Practice
This case study examined the communications and marketing practices of NYCC
and its impact on the recruitment of first-generation Latinx students. Findings in this
study revealed a lack of cohesion in messaging and branding toward first-generation
Latinx students. While the college maintains a strong marketing presence on digital
platforms and social media, the college needs to strengthen its presence in Spanish
language platforms to directly communicate with the Latinx community. NYCC should
consider implementing more Spanish language marketing outreach efforts throughout its
academic and student support programs.
Earlier chapters discussed the increase in the Latinx population across the United
States. Researchers Passel & Cohn (2008), reported that the Latinx population will triple
in size and will account for most of the nation’s population growth from 2005 through
2050. Past research has also reported an increase in the number of Latinx who are seeking
to attend college in the hopes of moving up the socioeconomic ladder; however,
navigating through the admissions process can be challenging for first-generation Latinx
college students who have not been exposed to the benefits of higher education (Saunders
& Serna, 2004; Torres & Zerquera, 2012). The Latinx community is a segmented market
(Silk, 2006) that NYCC and other colleges should invest marketing dollars on for
recruitment purposes.
While the development of different channels spurred advances in access to
information (including recruitment and branding), it also depreciated the overall
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effectiveness of NYCC’s marketing efforts by negatively affecting the consistency and
seamlessness of their campaigns. Consistency is essential for brand building. It takes
numerous repetitions for student consumers to retain messages and information
(registration and financial aid deadlines) and sometimes longer for a college brand to
become welcomed.
NYCC needs a way to connect with minoritized students, like first-generation
Latinx students, through marketing delivered in multiple languages, appealing to the
diverse cultures that are represented in the college’s community. A cohesive content
strategy is needed with on-going market research that examines the macroeconomic
factors outside of the organization that may affect profits, growth and overall success.
These factors include political, economic, social, technological, legal and environmental
(Aguilar, 1967).
NYCC’s comprehensive communications and marketing plan focused on firstgeneration Latinx students should consist of the following steps, which should be led by
the Office of Public Affairs:
•

Review data that reflects the enrollment of first-generation Latinx students
at NYCC. Understand what their learning experiences are like and what
their aspirations are for the future. This information will guide the
development of messaging and imagery for an effective campaign.

•

Establish the objectives of the marketing communications campaign.
College-wide campaigns can vary depending on the target audience and
the initiative(s) being promoted (i.e. student recruitment, new student
orientation), The same level of attention should be focused on first-
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generation Latinx students using data driven information about enrollment
trends, retention and graduation rates.
•

Develop a concept that reflects the first-generation Latinx student at
NYCC. Daily routines (commuting to school, working a part-time job,
reflecting on cultural influences and embracing familial networks.

•

Using data from first-generation Latinx students, identify the channels and
methods of communication that are most utilized by them (target
audience) and develop campaigns that can be executed on each channel.

•

Develop marketing materials that carry a cohesive message across all
channels (digital, print, radio, etc.) that will communicate and promote an
initiative that addresses the needs of first-generation Latinx students in a
meaningful manner using Spanish language and imagery that represent the
Latinx culture and learning experience.

Finally, NYCC needs to empower one department to be responsible for reviewing
and approving marketing materials presented to internal and external audiences, in order
to build and maintain a cohesive institutional communications and brand. Processes
should be institutionalized so all members of the college community are aware and
educated on the development and enforcement of the college’s communications and
marketing guidelines and practices.
Recommendations for Future Research
This case study explored the experiences of first-generation Latinx students and
the decision-making process by other key stakeholders (Stake, 1995; Yin, 2018) which
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included current and former leadership and current staff who contributed to the creation
and measurement of NYCC’s marketing efforts.
Past research has concluded that successful marketing is best executed when the
customer (Guilbault, 2016) is clearly identified, and the customers’ needs are identified
and addressed. By having a deep understanding of the perceptions of first-generation
Latinx college students, community colleges can develop recruitment marketing
campaigns that will resonate with and retain Latinx students and advance equity,
inclusion and diversity among higher education institutions.
Recommendation for future research should include a comparison of four-year
institutions (both private and public) to learn about first-generation Latinx students’
sensemaking (Weick, 1995) of recruitment marketing. Marketing practices, budgets, and
students’ cultural make-up of four-year institutions can provide a broader sampling to
present a deeper understanding of effective marketing practices in higher education. In
addition, students attending a four-year school may be able to provide more enriched
testimonials since they are attending for a longer period than students enrolled at a twoyear community college.
Another recommendation for future research should involve the parents of firstgeneration, Latinx students who are attending college. Past research has determined that
among Latinx college students, familial capital (Yosso, 2005) and family engagement
ranked as most important, employment as next important, and participating in postsecondary education as third in the order of importance (Cejda and Hoover, 2010). Future
research can examine the perceptions of first-generation Latinx college students’ parents
and their attempt to connect with college marketing and communications efforts. This
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research can inform community colleges and four-year schools about the sensemaking of
parents and their role as and influencer in their child’s college education. Community
colleges and four-year universities can learn from the parents’ experiences in order to
refine marketing strategies (Silk, 2006) by segmentation (Silk, 2006) in order to execute
effective campaigns that communicate to parents of first-generation Latinx students.
Further connections to familial capital (Yosso, 2005) can also be explored when
examining the use of Spanish language in the sensemaking process for first-generation
students and their families when reviewing recruitment marketing materials. Even
thought most Latinx students may not use their native language (Spanish) in the
classroom, a sizeable portion of Spanish-speaking students and families continue to use
their native language at home and in social structures that may include discussions about
attending college or selecting an institution to attend. Further research can explore the
relationship between Spanish-speaking students and their experiences in college.
Conclusion
This case study examined marketing strategies targeted at first-generation Latinx
students at a New York City community college. Analysis of the data collected in this
study, revealed that outside influences including family, financial constraints and cultural
pressures are not addressed or represented in NYCC’s communications and marketing
efforts. Also, there were conflicting visions and strategies among NYCC staff and
administration causing a lack of cohesion in messaging and marketing efforts to recruit
students to NYCC. Finally, a mix in perceptions and sensemaking from first-generation
Latinx students who are receiving NYCC’s communications and marketing through
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various channels, caused a disconnect between the college’s marketing representation and
the student customer’s expectations.
By examining marketing strategies and use of media channels, institutions of
higher education can determine what factors encourage first-generation Latinx students to
enroll and develop holistic approaches for creating impactful marketing campaigns to
improve recruitment and retention efforts. Furthermore, the development of mindful
marketing strategies through multiple channels (digital advertising, social media and
email) can help marketing department develop sustainable budgets to support the most
effective methods of reaching the first-generation Latinx student population.
Marketing plays a critical role in the recruitment efforts of students, especially those
students who may not otherwise be aware of the opportunities offered through higher
education. Recruitment establishes the connection between the student and an institution,
which later develops into a long-term relationship that colleges need to cultivate during
and after graduation. Successful advertising involves a marketing strategy where the
student is considered the customer (Guilbault, 2017) and creative “edvertising”
(DiMartino & Jessen, 2018) campaigns entice students to select one college above other
competitors. Cracking the code of effective recruitment marketing to a growing Latinx
population requires cohesiveness in messaging and brand identity which builds trust and
community between the student and their institution.
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APPENDIX E: STUDENT INTERVIEW PROTOCOL

Protocols for NYCC Student Interviews

Opening:
Thank you for taking time and agreeing to participate in this interview focusing on the
marketing efforts of New York Community College. Your participation in this interview
will support my research study on learning about effective marketing practices to recruit
first-generation Latinx community college students to NYCC. The goal of this interview
is to discuss your perceptions of NYCC’s marketing efforts and the impact they have on
your choice to attend NYCC. If you decide at any point during the interview that you
would no longer like to participate, please let me know.

Overview:
During the interview I am going to ask a few questions. After each question is asked, I
will ask you to share their thoughts and ideas. The entire interview session will be
recorded on Zoom and Rev in order to allow for an accurate account of what is discussed.
The only people who will know what is said are those of us participating in the interview.
The discussion and transcripts from the interview are completely confidential. When the
results of the interview are shared your name will not be included. Do you have any
questions before we begin?
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Interview Questions:
The questions will be asked in the following three sections:

Identification/Qualifications
1. Where are you from originally?
2. What is your major?
3. How long have you been enrolled at New York Community College?
4. Do you identify as a member of the Latinx community?
5. Do you identify as a first-generation college student?

Perception of NYCC Marketing Practices
1. Through what media channels (print, radio, television, website, social media, or
word-of-mouth) did you learn about NYCC?
2. What was your perception of the images or branding used in the media channel
that you discovered NYCC?
3. Describe NYCC in one sentence
4. What media(s) channel would you prefer to learn about NYCC and its programs
and why?
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Diversity and Inclusion
1. How effective do you feel NYCC’s marketing materials (advertisements,
brochures and website) are in attracting and communicating to first-generation
Latino students?
2. How do you perceive the representation of first-generation Latinx students in
NYCC’s marketing materials?
3. What recommendations do you have for NYCC in creating marketing campaigns
to attract and connect with first-generation Latino students?

Closing:
Thank you for taking the time to share your thoughts on this topic. Your feedback is
valuable and will support my research study as well as provide insight to address the
recruitment of first-generation Latinx students into community college.
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APPENDIX F: LEADERSHIP INTERVIEW PROTOCOL

Protocols for Current and Former NYCC Administrative Leadership

Opening:
Thank you for taking time and agreeing to participate in this interview focusing on the
marketing efforts of New York Community College. Your participation in this interview
will support my research study on learning about effective marketing practices to recruit
first-generation Latinx community college students to NYCC. The goal of this interview
is to discuss your perceptions of NYCC’s marketing efforts and the impact they have on
your choice to attend NYCC. If any of you decide at any point during the interview that
you would no longer like to participate, please let me know.

Overview:
During the interview I am going to ask a few questions. The entire interview will be
recorded on Zoom and Rev in order to allow for an accurate account of what is discussed.
The only people who will know what is said are those of us participating in the interview.
The discussion and transcripts from the interview are completely confidential. When the
results of the interview are shared your names will not be included. Do you have any
questions before we begin?
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The following questions will be included under the corresponding themes:

Identification/Qualifications
6. How long have you been serving as president or how long did you serve as
president of New York Community College?
7. What are/were your responsibilities as president of NYCC?

Marketing Practices
1. In one sentence, describe your level of involvement with the marketing efforts at
NYCC.
2. How was the marketing budget amount for NYCC determined and allocated to the
Public Affairs Department?
3. How was the decision made when purchasing advertisement placements and
working with vendors?
4. What was your perception of NYCC as an institution, based on marketing
campaigns that were created?
5. What was your perception of NYCC’s student enrollment, based on marketing
campaigns that were created?
5. What other languages do you produce your marketing materials?
6. What is your process for developing marketing materials (brochures, pamphlets,
posters) to address recruitment?
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Diversity and Inclusion
4. How do you determine whether NYCC’s marketing campaigns are/were reflective
of NYCC’s overall student population?
5. How effective do you feel NYCC’s marketing materials do/did attract firstgeneration Latino students?
6. How would you describe NYCC’s ability to advance diversity, equity and
inclusion through its marketing strategies?
7. What recommendations do you have for NYCC in creating marketing campaigns
to attract and connect with first-generation Latino students?

Closing:
Thank you for taking the time to share your thoughts on this topic. Your feedback is
valuable and will support my research study as well as provide insight to address the
recruitment of first-generation Latinx students into community college.
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APPENDIX G: STAFF INTERVIEW PROTOCOL

Interview Protocol for NYCC Staff
Opening:
Thank you for taking time and agreeing to participate in this interview focusing on the
marketing efforts of New York Community College. Your participation in this interview
will support my research study on learning about effective marketing practices to recruit
first-generation Latinx community college students to NYCC. The goal of this interview
is to discuss your perceptions of NYCC’s marketing efforts and the impact they have on
your choice to attend NYCC. If any of you decide at any point during the interview that
you would no longer like to participate, please let me know.

Overview:
During the interview I am going to ask a few questions. The entire interview will be
recorded on Zoom and Rev in order to allow for an accurate account of what is discussed.
The only people who will know what is said are those of us participating in the interview.
The discussion and transcripts from the interview are completely confidential. When the
results of the interview are shared your names will not be included. Do you have any
questions before we begin?
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The questions will be asked in the following three sections:

Identification/Qualifications
8. What is your tile at New York Community College?
9. What are your responsibilities in your current role at NYCC?
10. How long have you been employed by NYCC?

Marketing Practices
7. Describe the level that you are involved in making decisions that affecting the
creation of marketing materials at NYCC?
8. How do you use NYCC’s media channels (social media, website, radio,
television, email) to communicate with and promote activities to first-generation
Latino students?
9. How do you conduct your marketing analysis to address the impact of your
communication and promotion efforts in the recruitment of first-generation Latino
students?
10. What other languages do you or your department use to communicate and
promote events to all students?
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Diversity and Inclusion
8. Describe NYCC in one sentence.
9. How do you determine whether your communication and promotion campaigns
are reflective of NYCC’s overall student population?
10. How do you ensure that your marketing campaigns represent NYCC’s entire
student population?
11. How effective do you feel NYCC’s marketing materials are in the recruitment and
retention of first-generation Latino students?

Closing:
Thank you for taking the time to share your thoughts on this topic. Your feedback is
valuable and will support my research study as well as provide insight to address the
recruitment of first-generation Latinx students into community college.
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APPENDIX H: DOCUMENT ANALYSIS PROTOCOL

Document Analysis Protocol
Title of

Where/How

Date of

Date of

Purpose of

Author/Creator

Document

it was

acquisition

publication

Document

of Document

Office of

June 1,

July 2019

Recruitment

Office of

Admissions

2021

of

Admissions

acquired

(SAMPLE)

NYCC Fall

prospective

2019 Open

students to

House

NYCC

Flyer
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APPENDIX I: LIST OF CODES
•
•

•

•

•
•

•

•

COVID-19 pandemic
o Emotional Effects
o Marketing Effects
Campus Climate
o Culture
o Diversity
o Latinx
o Welcoming
Channel/Method
o Advertisement
o Email
o Social Media
o Website
o Word of Mouth
§ High school counselor
College Choice
o Academic Reputation
o Affordability
o Location
o Personal fulfillment
o Student Life
o Support Services
Communications
o Language
o Messaging
Marketing
o Budget
o Creative Process
§ Level of Involvement
o Imagery
o Perception of Marketing
o Strategies
§ Brand awareness
§ Recruitment
§ Retention
Recommendations
o By Leadership
o By Staff
o By Students
Social Dynamics
o College Leadership
o College Staff
o First-Generation Student
o Student/Family
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